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A modern rope, built on the foundation 
of Columbian Quality is the rope for hard- 
ware dealers to handle. 

A rope, to be modern, should be Guaran- 
teed. The red, white and blue Tape-Marker 
in Columbian Tape-Marked Rope is the 
most demonstrative evidence of the manu- 
facturer’s eagerness to stand back of his 
product. 

The most salable rope must contain such 
characteristics as waterproofed. rot proof, 
strength, durability and non-kinking. Col- 
umbian has been a pioneer in developing 
these features and is a leader in perfecting 
them. 

For a reputable, modern rope, that. is 
completely Guaranteed, sell, your customers 
Columbian Tape-Marked. Order from 
your jobber. 

Columbian Rope Company 

352-80 Genesee Street 
Auburn “The Cordage City” 


Branches:— New York Chicag Boston 
-w Orleans Philadelphia 
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4 answers to that question: 


CORBIN IN PHILADELPHIA. Of the ten 
most prominent structures built in Phila- 
delphia in 1930 all but one were Corbin 


equipped. 


CORBIN IN WASHINGTON, D. C. Of 
the fifteen most notable structures to be 
completed in Washington in the next six 
months, nine (or 60%) are to be Corbin 


equipped. 


CORBIN IN CHICAGO. Of the twenty- 
eight outstanding structures built in 
Chicago in the last year, fourteen (or 50%) 
were Corbin equipped. 


CORBIN IN KANSAS CITY. Of the thirty- 
eight most outstanding buildings in this 
city, built or in process of building, four- 
teen are completely Corbin equipped and 
three more are partly Corbin equipped. 
The next closest competitor has eight, or 
less than half as many as Corbin. 


GAIN this verifies the comment you 
hear everywhere: —“It is the Corbin 
dealers who are selling the builders’ 
hardware of the country.” 


Corbin is the most popular, largest sell- 
ing, largest advertised, most complete 
line of builders’ hardware in the world. 


If you want to make your builders’ hard- 
ware department more profitable, write 
for complete details of how Corbin can 
help you do it. 


P. & F. CORBIN % Conn uen 
The American Hardware Corp., Successor 


New York Chicago Philadelphia 


PHILADELPHIA, PA. 
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The 


Unseen Qualities in Greenlee Tools 


Are Qualities You Can Sell 


The operations illustrated 


O sell a product intelligently, one should understand the general operations that 

go to make up the manufacturing process. With this in mind, Greenlee offers the 
above illustration, together with descriptive material, to the hardware trade for consid- 
eration. 


There is a wonderful fascination in selling merchandise for those who truly know it. 
More sales result, because the man behind the counter can excite the imagination of his 
prospect by a few casual remarks that explain the romance, infinite detail and workman- 
ship behind any saleable article. 


We ask, therefore, that you give a few moments of your time to an examination of the 
above steps that go to make up a complete auger bit. Few people know that in the 
manufacture of a bit there are about 45 distinct operations, many of which are just the 
opposite to the standard practice of machining fundamentals. 


While all parts of the manufacturing process are of importance, the polishing operations 
determine, to a considerable degree, the final quality of the bit. The elimination of 
one of these here or there, while barely noticeable to the eye, still can be seen upon 
close scrutiny, and the tool is judged accordingly. All Greenlee bits are given a final 
searching inspection, with the result that the name Greenlee on a bit means the last 
word in quality merchandise. 


To help you sell more tools, you and your sales force should be familiar with the 
process back of a Greenlee Auger Bit. We have prepared an interesting booklet entitled 
“The Making of an Auger Bit” that every man selling hardware should read. Send for 
a supply for your sales force, also for some to distribute to a select group of customers. 


GREENLEE 


TOOL CO. 
ROCKFORD, ILL. 


District Sales Offices: 

New York: 53 Warren St. 
Boston: 34-38 Binford St. 
Philadelphia: 2401 Chestnut St. 
Nashville: 504 Cotton States Bldg. 
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Bar Steel. 

Shank forged. 

Twist forged. 

First head forging operation. 


Finish head forging opera- 
tion. 


Head trimmed. 


Twist and head ground. 


Point shaped. 

Throat opened and _ screw- 
point cut. 

Rough filed. 

Harden and temper. 
- Stem, hollows and _ head 
ground. 


. Rough polish all over. 
- Smooth polish all over. 
. Oil finish all over. 

. Finished Bit. 


San Francisco: Sheldon Bldg. 
Los Angeles: 1302 Washington Bldg. 
Seattle: L. C. Smith Bldg. 
Montreal: 129 St. Peter St. 
Vancouver: 2808 39th Ave. West 
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STANLEY 
241 Butt 


“Accepted as Stand- 
ard the world over’ 
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ae Vine swing on Stanley 241 Butts increases. Each 


year further strengthens the reputation of these 
butts for smooth operation under the con- 
tinuous use to which a door butt is subjected. 
OTHER STANLEY BuUTTs AND HINGES 


PoPULAR WITH BUILDERS Stanley 241 Butts have been accepted as the 
Cabinet Butt 289 standard by builders the world over since 
Double Acting Floor Spring Hinge eighteen eighty-seven. Today, 44 years later, 


Ball Bearing they ar i i i " 
gic ee y are still the choice of most builders 


BB157 . . . . Steel Side Plates 
Standardize on Stanley 241 Butts— 


Accordion Door Butt 243 . 
Rime ve a nares A builders p ref er them 
condition 
THE STANLEY WORKS 
SY New Britain, Conn. 


STANLEY HARDWARE 
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FOOD FOR THOUGHT 


BY 


E. B. GALLAHER 


Treasurer, Clover Mfg. Co. 
Editor, Clover Business Service 


I sometimes wonder why merchants persist in doing business with 
direct competitors—especially when they don’t have to. Here is a case—coated 
abrasive materials. 

It is a well-known fact that manufacturers of Sandpapers and Metal-Cutting Cloths 
have for years been selling direct both to dealers and to the industrial trade—they are 
still doing it. In fact, the new policy of inten- . 
sified branch distribution still further throttles 
the efforts of both dealer and jobber. Soon the 
merchant will have little trade left in this very 
profitable commodity. They are legislating them- 
selves out of business. 





My OWN CROP! 
60f ADOZEN 
To EVERYBODY. 






y, 


As an independent manufacturer of coated 
abrasives, we are adhering strictly to our old and 
established policy of jobber-dealer distribution. 
We have had no other policy for thirty years. 


Clover Color-stripe Abrasive Papers and Cloths are now being handled by hundreds 
of far-sighted merchants—among them some of the largest in the country. 

Quality and consumer acceptance have never been questioned. Our policy is right— 
our quality is right—our prices are right; and we are strong financially. 

Would it not seem just good common sense to allow us to protect for you the 
coated abrasive volume you have spent years in building up, before it is too late? 

A word to the wise * * * ! 








E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 


CLOVER MANUFACTURING COMPANY You may send me, without obligation, samples of; 





| Green-Stripe Sandpaper. 


NORWALK, CONN., U. S. A, . | Red-Stripe Turkish Emery Cloth—for polishing. 
t Yellow-Stripe Aluminous Oxide Cloth—for cut- 
= ting hard metals. The universal shop abrasive. 


SANDPAPERS | i | Clover Grease- Mixed Grinding Compound. _ 
| Clover Water-Mixed Valve-Grinding Compound. 








METAL-CUTTING PAPERS AND CLOTH 


|| _Name 
| _Address 


| 
| 
i Character of business 





CLOVER GRINDING AND LAPPING COMPOUNDS 
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EARS of experience has taught a great ma- 
jority of dealers that Zinc Insulated Fence is 


quick turnover merchandise —and far outsells any 


| af A “a other brand on the market. 


Back of these dealers is the strongest and most 


Zine {nsulafed effective advertising and sales promotional cam 


paign that makes their store fence headquarters 


5. PAT. OFF 
Write for full details covering our attractive dealer 
plan on Zinc Insulated Fences, Steel Fence Posts, 
Steel Gates, Poultry Fence, Netting, Staples, Nails 
—Wire of all kinds! 

















-»> BACKED BY THE 
STRONGEST FENCE 


Guarantee 
EVER WRITTEN? 





1831 








AMERICAN STEEL _ & WIRE COMPANY 


208 South La Salle Street, Chicago — SuBSIDIARY OF nro JOS stares STEEL CORPORATION And All Principal Cities 
Pacific Coast Distributors: Columbia Stee! Company, Russ Building, Sen Francisco Export Distributors: United States Stee! Products Company, New York =. 
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ODERN transportation has put 

Kansas City practically in over- 
night touch with its vital market of 21 
million people, 19 million of whom are 
served more economically from Kansas 
City than from any other metropolis. 


Twelve trunk line railroads and 
thirty-two subsidiaries speed passengers 
and freight to every section of this 
territory. Air traffic increases steadily to 
every point of the compass from Kan- 
sas City. Air mail now is delivered 
overnight between Kansas City and 
New York, Kansas City and Los An- 
geles. Bus and truck lines spread in 











a network from Kansas City to all 
points of travel. 


And to complete this unusual trans- 
portation picture, barges soon will be 
operating on the Missouri River from 
Kansas City to all inland waterway cities 
and for export. 


Kansas City has many industrial ad- 
vantages that are described in the lately 
revised Book of Kansas City Facts. It 
is a complete picture of the city and its 
market, and should be in the hands of 
every inrportant business executive. A 
copy may be had, without obligation, 
for the asking. 




















INDUSTRIAL COMMITTEE 


KANSA 
CIT Ysa, 


























OF THE CHAMBER OF COMMERCE 


Industrial Committee, Chamber of Commerce, 
Kansas City, Mo.: 

Please send me the Book of Kansas City Facts. I am 
interested in the 


industry. 














State 











{I saw your advertisement in Hardware Age} 








PUMPS 














Fifty-one years of continuous unloading service— 
An almost unbelievable record—but read what Mr. 
D. C. Allen of Cattaraugus, N. Y., says in an un- 
solicited letter which he wrote us just a few days ago: 


“I have a Myers Hay Carrier which I purchased 
and installed in my barn during 1880—and for fifty- 
one hayings it has worked fine. Now some of the 
springs are becoming worn and I was wondering as 
to whether or not you can supply me with new ones.” 


No broken parts. No replacements except the springs. Just visualize what un- 
loading service of this kind has meant to Mr. Allen as well as to thousands of other 
farmers, many of whom have been depending on Myers Hay Unloaders to unload 
their hay and grain for from ten to fifty years. 


‘ 


That’s why we take pride in making the statement today that Myers Unloaders 
stand the test of long time unloading service. Quality. Mechanical perfection. 
Durability. Dependability. Undeniably, they have steadily maintained an unen- 
viable place for themselves among farmers the country over, their reputation based 
entirely on performance, being unique in the annals of farm operating equipment. 


The answer is—A high standard of quality uniformly maintained down through 
the years is a builder of goodwill that means satisfactory sales and profits for 
dealers who take advantage of it. Harvest is approaching. Give your customers 
the best unloading service they can possibly obtain through selling them Myers 
Hay and Grain Unloading Tools this year. 


Write or Wire 


THe F.E.MYERS & BRO.¢9. 


ASHLAND, OHIO. 
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WINDOWS 


that tell 
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"Wawts the reason 
why Pennvernon Window Glass 
is a born seller. Nature smiles 
truthfully at you through Penn- 
vernon glass. For this new glass 
has a clearness of vision you’ve 
never thought possible—a_ re- 
markable freedom from unsight- 
ly defects that distort the view. 

Clearness—but that’s not all. 
In addition, -Pennvernon offers a 
new flatness, resulting from our 
new patented process of manu- 
facture. During every moment 
of its journey from the melting 
tank up through the drawing 
machine, Pennvernon is_ held 
perpendicularly flat. No 
chance of bending—no chance of 
any foreign substance touching 
and marring the brilliant, lus- 
trous surfaces of Pennvernon 
until the sheet has cooled. 


And yet Pennvernon costs no 
more than ordinary glass! 

Stock Pennvernon and collect 
your share of Pennvernon profits. 
It is available at the warehouses 
of the Pittsburgh Plate Glass 
Company—one in every principal 
city—and atleading glass jobbers. 
Let us submit large or small 
samples for your inspection. 
Write, too, for our booklet on 
Pennvernon’s manufacture. 
Pittsburgh Plate Glass Company, 
Pittsburgh, Pa. 


The new flatness of 
Pennvernon, obtain- 
ed by our special 
manufacturing pro- 
cess, givestothis glass 
a clearness of vision 
unequalled by any 
other window glass. 
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NOW... International Quality 
At Low Price—a New 1%2-ton 
International with 4 Speeds 


“$615 





Ne 


INTERNATIONAL 7 
VAN 


MODEL A-2 FEATURES 


4 forward speeds. 

22 ball and roller b:arings. 

Powerful engine, L-head type; 
3% in. bore, 4% in. stroke; 
ample power with unusual 
fuel economy. 

Cam-and-lever steering gear. 

Vibration-dampened clutch. 

2 wheelbases: 136 and 160 in. 





136-inch wheelbase chassis, standard equipment, f. o. b. factory 


International Harvester an- 
nounces a new 1'4-ton, 4-speed, 
136-inch wheelbase truck —the 
Model A-2. A better truck with 
more power than International 
has ever been able to offer at the 
low price of $675 f. o. b. factory. 
It is a true International from 
front bumper to tail-light—of the 
same high quality and backed by 
the same Company-owned serv- 
ice that has made Internationals 
famous for low-cost hauling. 

Here are power, speed, stamina, 
attractive lines, and all-around 
dependability. Here also is abso- 


lute assurance of low upkeep 
expense and unusual operating 
economy for many years. 

Ask for a demonstration of this 
new truck. Drive it. In no other 
way can you appreciate the qual- 
ity that has been built into the 
Model A-2. It is another Inter- 
national achievement that will 
add to the ever-increasing popu- 
larity of the International line. 
Internationals are built in 3%4-ton 
to 5-ton capacities. Sizes for all 
needs. There are 183 Interna- 
tional Company-owned branches. 
Call on the nearest branch. 


INTERNATIONAL HARVESTER COMPANY 


act OF AMERICA 
606 So. Michigan Ave. Simauianaced ) 





Chicago, Illinois 
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Three CRESTOLOYS 
in a kit 









that’s bound 
to sell itself 


CRESTOLOY WRENCH 
SPECIFICATIONS 


No. Length Capacity Weight 
AC16 6 inches 3/4 inches 5 ounces 
AC18 8 inches 15-16 inches 8 ounces 


AC110 10 inches 11/8inches 13 ounces 








HERE i is the new Crestoloy Kit! Mechanics, 
service men, motorists and householders 
will soon be talking about it . .. eager to buy. 


For it is a cempact, handy kit containing 
three new Crestoloy Wrenches ... drop forged 
wrenches that are 30% thinner, 200 stronger, 
and tougher than ever before. 


f ?) 
7 ie 
/3 Pe... 


You know your customers will want this MECHANICS) if 

new Crestoloy Kit. We are certain that they Me . 
will appreciate wrenches made of Crestoloy. | , 
So order a supply from your jobber today. — 
Show them to your customers. Convince your- > motorist Be? 
self that a Crestoloy Kit will be one of the fast- nye \ 
est moving items in your store. For it’s bound gr \ ) ( / 
to sell itself. 11OUSEHOLDER ty ; oy! A ‘4 \ 

CRESCENT TOOL COMPANY Uf a \ \\ 

Jamestown, N. Y. ‘A 7 i} # A | | 








RESCENT =" TOOLS 
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The Name 


RUBBERSET 


TRACE MARK 


on any brush is a guarantee 
that it is of highest quality. 
For your own protection look 
for this trademarked name, and 
this name only, on the brush. 





There is only one RUBBERSET! 


Every RUBBERSET brush is 

set in rubber, but no other 

set-in-rubber brush is a 
RUBBERSET 


RUBBERSET COMPANY 
Newark, N. J. 
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The F eld- 








e 
Z YOU TELL 
THE DEALER 
HOW WELL 
YOUR PAINT 
COVERS 


Tell the hardware dealers 
about your product through 
the medium that covers the 
Hardware Field. The read- 
ers of Hardware Age are 
wide awake merchants. They 
read this paper because they 
want to know what is going 
on. 


Tell this responsive audience 
about your product and 
you'll take a big step toward 
achieving the distribution 
you are looking for. 
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OU hear it 
so often it 
gets to be an old, 
sad sing-song: 
“The varnish didn’t dry.” Again 
and again, from professional 
and amateur alike, you hear the 
same dismal dirge. Yet— 
What can you do about it? You 
can’t make it dry. You can’t af- 
ford to give new varnish free. 
The man who complains is “just 
out of luck” — that’s all! 
Unfortunately it isn’t all. Be- 
cause, in the painful process, 
you’re likely to lose a customer. 


You and I know that the 
real reason “The varnish 
didn’t dry” is this: Soap 
and water or ordinary “re- 
movers” failed to remove 
all the dirt, wax, oil mop 
film,imbedded in the floor. 


Y 


>. 4 


"| |Floor Clea 
j 





So here’s our sure-cure pre- 
scription: To all pestiferous pa- 
tients who plague you with that 
eternal hue and cry—“ The var- 
nish didn’t dry”—suggest Double 
X Floor Cleaner in easy, conve- 
nient doses. 

For Double X is double-ac- 
tion: cleans and bleaches in one 
operation—swoops up every bit 
of grit and grime — and leaves 
the surface slick and smooth, 
ready for refinishing. That 
means the varnish, paint or shel- 
lac is bound to dry hard. 
~~. Order from your jobber 

4@ and write us for display 
mi and advertising helps. 
4 Schalk Chemical Co., 357 
f} E. Second St., Los Angeles. 
Eastern Branch: 3932 So. 
Lincoln St., Chicago. 


ner} fi, 





Floor Cleaner 
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This New Container 
Will Double Your Sales 
Of Gold and Aluminum Paint 


The Newest Imported Invention of Its Kind 


The highest grade Gold or Aluminum 
Bronze and Bronzing Liquid put up ip 
a New Patented Can—ready for 
INSTANT USE. 


Top cut shows how Powder and Liquid 
are separated in the can. 
simply screw down top cover. 
releases partition, permitting powder 
to drop into liquid. 
ly—unscrew top section holding can 
Paint is now mixed ready 


Shake thorough- 


Paint is put up in right proportions for 
proper consistency to give best results. 


T. RIESSNER, 428 Lafayette St., New York City 


To mix, 


profit. 
with simple directions. 


sone ers discount 40 and 5%. 


postage. 
self, ORDER NOW. 


retailers only. 


Salesmen—If you are calling on estab- 
lished trade and have a_ following, 


write me. 


Established 1870 

















Give Your Customers 


More for Their Money! 


S far as Paint and Varnish 

A Brushes are concerned, you 

can give more for the money 
without sacrifice of profit. 


Excelsior Paint and Varnish 
Brushes, because of our modern 
manufacturing methods, are low 
priced yet have that high quality 
you expect from expensive makes. 
Their bristles are the finest im- 
ported from China, free from dirt, 
set in vulcanized rubber. 


Offer your customers exceptional 
value by carrying Excelsior Paint 
and Varnish Brushes. 





TRADE PAINT and | 
X 7 
ZL ACELSIONY < panei 


Made by Edward E. Robinson 
347 West Broadway, New York, N. Y. 








| 


ASK YOUR JOBBER FOR PRICES | 








Hundreds 
of millions 
of window 
frames 
and door 
frames— 
and only a 
fraction of 
1% of them 
‘calked! 
The rest are 


YOUR MARKET. 








Pecora 

Calking Compound 
is a money- 

maker. 


Write us 
for a generous 
offer. 


Pecora Paint Co. 


4th St. and Glenwood Ave., Philadelphia, Pa. 


Established 1862, by Smith Bowen 
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Every can guaranteed to give complete 
satisfaction or money refunded. 
tails readily at 15 cents a can. 

Cans are attractively labeled 


Also put up in larger cans to retail at 
25, 40, 70 cents and $1.20 each. 


mailed on receipt of 10 cents to cover 
Try it and convince your- 
Sold direct to 























ORIGINATORS of BRONZE 
POWDERS in GLASS TUBES 





QUALITY PRODUCTS 
Beware of imitations! 





Sheflivd 


Still Another New Profit-maker! _ 


Sheffield chemists have now perfected a superfinely ground, non-hardening SHOW CARD COLORS 
line of the twelve most popular selling = = =: 


POSTER SHOW CARD COLORS 


Unusual depth, strength and purity. More mileage per jar than 
ordinary brands. Full 2-oz. attractively labeled jars to retail at only 
25c. Complete dealer’s assortment of 4 dozen assortment of 12 
different colors and eye-catching colorful display rack. Costs only 


$7-20 NET. Retails for $12.00 





| 50% PROFIT 


Prices slightly higher west of 
the Mississippi and south 
ot Tennessee. 


FREE with Every Jar 


—a special Sheffield stirring 
paddle. An exclusive 
Sheffield feature! 














Loss 


IRON “= 
ENAMEL 


Brilliant, heat-resisting, quick-drying Enamel for 
stovepipes, ranges, furnaces, etc. Elastic, 
weatherproof and rust-resisting. 
Dealer’s Complete 
Assortment 
of 12 \Y-pt. I5c cans, 36 
Y,-pt. 25c cans, 24 I-pt. 40c 
cans and 6 I-qt. 70c cans at 


$f 5:50 NET 


Sells for $24.60 


WATERPROOF! 













Here is the Fastest 
Selling Patching 
Wood in America! 


tb. CDC Seller 


Bigger profits, quicker 
turnover. Also in tubes 
and 1-lb. cans. 

(% Actual size) 









Included: Miniature Range of sheet 
steel beautifully lacquered in Jade 
Green, with stovepipe partly 

enameled, 3 cans attached, 
and rear compart- 
ments for stock. 





Non-Shrinkable 








FREE 


Colorful Display and Stock 
Miniature Breakfast Nook Bench. 


Note the Sheffield Handy Spreader 
fitted in top of each can. 
An exclusive Sheffield 


feature! 
The new “Slide-Off” CRACK 
TRANSFER SETS FILLER 


(No varnish or adhesive necessary) A typical Sheffield big- 
ger-value-for-less-money 
for your customers. A 
complete range of sizes || }}xxxxss® cs 
—and for the first time [PS 





Very popular because of their 
beauty, and ease of use—"‘Sim- 
Rly Dip in a pe oe ~~“ 

waterproof oils. ly 25¢ : : ; 
complete set. Stunning Jade = or S en's “Yb. 
Green lacquered miniature consisting of full % i 
Breakfast Nook Bench with 33 pacers 
samples of loose-leaf sets : 


ringed to bench back-—given 9 x 
FREE with 50% tinal edn +o ——————— Sine 
Dealer’s Complete Assortment cRACK }: 0 Siz ‘ 
$42:50 NET ne 
Prices slightly higher 


on Your 10c Size 25c Size west of the Mississippi 


50% Profit Investment! (4 -1b) (1-Ib.) _ south of Tennes- 


If it’s a Sheffield Quality Product, it sells quicker 
REMEMBE . . . you make more on it . . . and it repeats. 
Order from your jobber. Jobbers, write for discounts. 














THE SHEFFIELD BRONZE POWDER & STENCIL CO. 
$817 Kinsman Road, Sheffield Bidg., Cleveland, Ohio Canadian Factory: 426 Queen St., E., Toronto 
Special Pacific Coast Rep esentatives and Distributors: 

Jos. Thieben, PANAMA LAMP & COMMERCIAL CO., 815 Howard St., San Francisco 
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DIXON’S MAINTENANCE FLOOR PAINT—all-purpose—reduces stock and satisfies a varied 
demand. (Quality—Price—Profit recommend it! Write for Color Card 40BF and prices. 
Paint Sales Division, JOSEPH DIXON CRUCIBLE CO., Jersey City, N. J.- 





























Multiplying 
a Good Thing 


After you have read 
Hardware Age what do 
you do with it? Why 
not let others in on the 
good thing? If you are 
a store executive it will 
help your business as a 
whole. If you are a 
buyer it will help your 
department. 


Hardware Afge New Work Cy 
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Reed & Prince products are right in accuracy, 
finish and package. You can sell them with 
the utmost confidence of customer satisfac- 
tion. 


These and many other types and sizes 

in steel, brass, bronze, Everdur, Monel, 
8 Stainless, and other special alloys and 
3 plain, polished, nickel, copper, blued, gal- 
vanized, cadmium or chromium finishes. 
Standardize on Reed & Prince products 


REED & PRINCE MFG. CO. 
WORCESTER - - MASSACHUSETTS 
WESTERN BRANCH AT CHICAGO, 2635 IRON ST. 
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EXTRUDED BRASS 


PIN TUMBLER 


PADLOCKS 





Sell REAL Protection! 


A padlock gives a little or a lot of pro- 
tection depending upon its quality! 
Whatever the customer pays he ex- 
pects full protection and _ service! 
Hence, your own protection in giving 
satisfaction is assured by selling profit- 
able Pin Tumbler Eagle Padlocks of 
Extruded Brass. 


"ete 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks 


EASE CK co, 


26 Warren Street-- New me 


Branch Offices: : 

521 Commerce St. 177-I79N.FranklinSt. 114 Bedford St 
Philadetphia, Pa. Chicago, Il. Boston, Maso 
Works at Terryville, Conn. 




















No. 1599 Display Assortment 


Milwaukee Wire Brushes 


Give Extra Long Service 


That is because the Tempered Steel Wire Bristles 
that go INTO them are of such high quality that 
customers are sure to get more and better service 
OUT of them. 


Right NOW is the time to sell them to Painters for 
cleaning and removing old paint and varnish from 
wood, stone and metal surfaces. Other styles for 
cleaning floors, stoves, ranges, brick, etc. Me- 
chanics use them for many industrial purposes. 


We make a complete line (Wire, Bristle and Fibre) 
for the Hardware trade. 


JOBBERS supplied direct—DEALERS through their 
Jobbers. Our trade-mark is your protection. 


Send for prices and Catalog 29. 


The MILWAUKEE BRUSH 
MANUFACTURING CO. 


Milwaukee, Wisconsin 


MAKERS OF 


BRUSHES and BROOMS 
WIRE—BRISTLE—FIBRE 
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“My kit’s 
full of them” 


Listen to the comments of an “old-timer” 
who is helping an apprentice to select tools 
for his new kit. You will hear something 
like this: “Stick to Brown & Sharpe Tools. 
My kit’s full of them.” 


These few simple words of the “old- 
timer” are evidence of years of satisfactory 
experience with Brown & Sharpe Tools. 
They are a significant recommendation to 
the younger man. 


The ready acceptance of Brown & Sharpe 
Tools by old and young mechanics alike 
makes it easier to sell Brown & Sharpe 
Tools. 


Send for a copy of our Small 
Tool Catalog No. 31 which describes 
over 2300 useful tools. Brown & 
Sharpe Mfg. Co., Providence, R. I. 


BS 








Brown & Sharpe 
Tools 


“World’s Standard of Accuraey” 
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ATKIN 


No. 400 
Ship Point 








No. 18 





SELLING 

EASIER. 
QUICKER 

SAWING 


WV our customer is looking 
at two saws. Backed up by the quality of 
One is a “cheap” saw made to “SILVER STEEL” and pains- A SAW di ‘ 
look like a real saw and to sell taking tempering and smithing recor enue: Beg 
at a low price. The other is a__ it insures real satisfaction to the 
genuine ATKINS “SILVER buyer. And if you are a real 
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quality, workmanship and fin- 
ish. Genuine SILVER STEEL 
Blade, holds sharp cutting 


STEEL” Saw. salesman your job is to get the teeth a long time. Five gauges 
What is the difference? customer the best value always. taper ground, for easy clear- 
Take your pencil and draw a You are your customer’s rep- ance, will.not bind. Mirror 


finish. Solid Rosewoop han- 
dle, Perfection Pattern that 
prevents wrist strain. Nickel- 
plated screws. Made in regu- 


simple diagram like the one resentative to help him buy the 
shown above. The Atkins Saw most for his money in sawing 
is “Taper Ground.” It is wider service. And if you know your 
at the tooth edge and tapers to saws—of course you help him : . 
the back of the saw. It tapers choose the right Atkins Saw. lar and ship pattern in skew 


from the handle to the point. Without an honest salesman — 

to help them, people who don’t The No. 400 saw is the Elite of 
the saw world. It is preferred 
by the critical artisan who pur- 
chases extra fine tools. 





—— ee Se oe 


._—a? 


That means easier, quicker, 
surer sawing. It means saving know are influenced by price. 
time and trouble. It is the re- They always want the real qual- 


sult of years of study as to the ity which means value in 
best way to build a saw to give Service. No. 400 comes in 22, 24 and 26 


the best results. inch lengths. 


It is just one of the things you 
buy in a “Lifetime” quality saw 








It will pay you a better profit 
to sell Atkins SILVER STEEL 


Saws because the user has faith 





that gives far greater value in : “ee 
service than six of the “cheap” LS wong a oo a 

é ity at a fair price. ie 
saws. & 


There is a best in everything 
and in saws—it’s ATKINS. 


Why not ask us to send you 

“The Atkins Saw Book” and ’} 

learn about a big market for 
} 
| 





DID YOU EVER TRY AN ALMOST GOOD EGG? 


q HEY look alike—but “fresh” eggs cost more! Likewise so do cheap 
saws, but wait until you use it. * * * A salesman’s job is to get the customer 
to look beneath the surface and judge the value of quality in service. 


these saws around your store? 


a 








Ask for the complete Sam Sayles Series, and Sam will tell you many ways of 
selling more Atkins SILVER STEEL Saws. There is no obligation, just 
write your address below. ‘ 
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THE GREAT TASK 
BEFORE tre WORLD 


URS is a problem of the impoverish- 
ment that comes from plenty. And. 
this, however difficult, is in its nature 

capable of solution and offers the richest prizes 
if we can solve it. If only we can so refashion 
our system as to use fully our productive capa- 
city to bring again into useful work those who 
now stand idle and ask for nothing better than 
to be usefully employed, there will be such 
a leap forward in prosperity as the world has 
never seen, with results beyond all estimate 
or imagination in terms of human happiness and 
welfare.—Sir Arthur Salter. 


Director of the Economic and Finance 
Section of the League of Nations. 
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L. W. MCNATT HARDWARE 






* 
* 
Mi 
x 
¥ Phone 108 Wayne, Nebr. 
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ALL RIGHT FOLKS 


Let's brush the dark clouds of depression 
away and get down to business, Here it is 
Spring again and don't this weather make you 
feel glad that you're alive. Hard times talk, 
all this political monkey business is over and 
it's high time to settle down to work. Business 
men have decided our country is not going to the 
dogs, there ie plenty of opportunity for those who 
will get up and zo. 


"Go, Is Our Middle Name 


And between now and May let we are going to sell every 011 4% 
stove and oi] range in the house at a big reduction and 
you'll be able to save up to $8.35 ON OIL RANGES. Worth 
saving---ien't it? 


Ratweal daas 


Is coming to Wayne and we cust make for gas appl iances--- 
so here's your chance to save zoney on Ranges aad Stoves. 


We Will Allow You 


$25.00 for your old stove on trade or $25.00 off regular price, for 
Cash on all COLEMAN RANGES. We are just doing tnie to move our big 
Stock of Ranges and Pressure Cookers. Terme if 
you like. 








4 A _SUUUER SUGGESTION : 
: Save money on a Sumer Cock stove by : 


Paint 


OW RICES SINCE 1914 





Outside White in 5's---------- per gal $3.19 
Sscond Grade "* "% ---------- e “* “3.30 
Cheaper Paint *® " ---------- ® « 2.00 


We're always glad to figure with you on the 
cost of paint. With a goud grade of paint, a 
7 or 8 room house can be painted for less than 
$30.00---2 coats. 


ECIAL. During our range sale--we will furnish free with 1 qt. of 
paint or varnish -- one high grade brush worth 40¢. ; 


Boys. Bogs 


APRIL DAYS ARE BASEBALL DAYS. Bate, balls, gloves, 
you bet we've zot just the right equipment to make 


your team win. 
AND OF COURSE 


of wagons, bicycles, velocipedes, scooters, tot car 
etc. And we want you to stay just as long as you 
wish. For the older fans we've got equipment for 
golf, tennis, fishing tackle, guns, amzunition, flash 
lights, all at the lowest prices. 


HOUS EWI VE §---RAISE YOUR OWN EATS. Our garden 








BQVZEsELIE eS: 6, garden seed 
will make your garden a success. Sure our seed is fresh and clean. 


R ADI O SERVICE fa YOUR ae No charge for testing your tubes and 
Batteries. And by the way we have one of the beet shops in N, E. Nebr. 
for repairing sete. 


OUR ee LACOUER pute new life and beauty into your old rugs. Get 
sone today. 











How Mrs. L: W. MeNatt, of Wayne, Neb., 
conducts an art school in her husband’s 
hardware store and helps customers to 
become artistic homemakers . . . . 


by A. E. LONG 


IVE merchandisers are Mr. 
and Mrs. L. W. McNatt, 
operating the McNatt 

hardware store at Wayne, Neb. 
They are in the store all the 
time. Mrs. McNatt is as much 
interested in the retail hardware 
business as her husband is. “I 
used to try to work in the store, 
do the housework and garden- 
ing, too,” said Mrs. McNatt, “but 
I found there is such a thing as 
trying to do too much, and some 
of the store work or some of the 
housework had to suffer, so / 
gave up most of the housekeep- 


99 


ing. ~ 
An Art Sehool in the Store 


Mrs. McNatt is an artist. She 
taught painting, decorating and 
art work in an art college at 
Lincoln, Neb., for a number of 
years. Mrs. McNatt has ingenu- 
ity as well as an art education, 
and with it she makes good use 
of her art training in the hard- 
ware store. In the spring and 
summer she conducts an art 
school right in the hardware 


- store. 


“An art school in a hardware 
store!” Seems strange to a great 
many. But Mrs. McNatt knew 
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exactly how to associate the two, 
so she has at times as many as 
thirty-five enrolled taking the 
work at one time. 

Mrs. McNatt teaches the wo- 
men of Wayne how to use paints, 
enamels, lacquers and varnishes. 
She shows them how to decorate 
their picture frames; how to 
enamel little end tables; how to 
beautify a hundred and one items 
of household furniture, and how 
to select their colors for tinting 
the kitchens or bedrooms. Then 
as the course progresses she sells 
the necessary paints, enamels, 
lacquers and varnishes to do 
these jobs that the ladies have 
learned how to do artistically. 


Art Sells Merchandise 


Thus, art work sells a lot of 
merchandise out of the paint de- 
partment in the first place, and it 
also sells a lot of vases, dishes 
and a hundred and one items 
that the women like to have about 
the home when once they under- 
stand the full artistic technique 
back of them. Also it makes 
Mrs. McNatt an authority among 
the ladies of Wayne on matters 
pertaining to household decora- 
tions and household appliances 
of all kinds. She is constantly 
consulted both in the store and 
outside, until her value and 
worth to the store cannot even 
be appreciated. 

Mrs. McNatt is modest about 
it all. She goes about her work 
cheerful and smiling, in her pink 
smock, and seems to enjoy every 
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hour spent at the store waiting 
on customers and discussing their 
problems with them. 


How MeNatt Advertises 


L. W. McNatt was a traveling 
salesman for a hardware con- 
cern for many years before he 
engaged in the retail hardware 
business at Wayne. He knows 
the hardware business from every 
angle. Sometimes a hardware 
retailer, listening to a traveling 
salesman as he enlarges on a 
sales promotion idea he wants 
the retailer to use, begins to won- 
der whether the traveler would 
really use all those ideas himself 
if he were actually in the retail 
business. Well, McNatt is now 
in the retail business, and you 
bet he uses sales promotion ideas. 
He is as enthusiastic about his 
wife’s little art school in the 
store as Mrs. McNatt herself. He 
knows it brings business, and 
plenty of business all the while 
that it is building permanent 
good will. 

Here is just another sales pro- 
motion idea Mr. McNatt is using. 
He believes in advertising. He 
believes in keeping some kind of 
broadside hitting his prospects 
between the eyes all the time. 
So he has a mailing list of up- 
ward of 1000 families. He has 
a monthly illustrated letter that 
goes out to them. It is mimeo- 
graphed and illustrated with car- 
toons. It is full legal size. It is 
breezy and chatty, and full of 








L. W. MeNATT 


Proprietor of the 
hardware store in 
Wayne, Neb., de- 
scribed in this 
article, 


merchandise suggestions. (See 
illustration opposite page. ) 

Such a breezy, chatty letter, 
carrying from three to five car- 
toons appropriate to the season 
and the hardware that is most 
used during that season, goes out 
énce a month. 

“Indeed it brings the busi- 
ness,” said Mr. MecNatt, when 
asked if this letter pays him. “Of 
course, you cannot always tell 
just exactly how much business 
any one letter brings in, but we 
can tell from the trend of the 
conversation when customers 
come in, that they have read our 
letter, have taken note of the 
items we have mentioned and the 
offers we have made, and aside 
from counting the actual cash 
that each letter puts into the cash 
register, we know for a certainty 
that it is building a lot of good 
will as it goes along.” 


23 








: 
| 
} 





The Distribution 


by LLEW S. SOULE 


“Racketeer.” You know the kind I mean: 

the smooth-tongued individual who glibly 
talks independent merchants into the belief that 
he can sidetrack the experienced wholesaler and 
do a better job for less money: the fellow who 
grabs a double fee for undertaking the job of dis- 
tribution, then puts the burden on the manufac- 
turer, overstocks the dealer and finally stages one 
of those successful failures—successful to himself 
and disastrous to everyone else. 

The distribution “Racketeer” thrives in times 
like these. Merchants beset with all kinds of price 
competition fall for the glib assertion that the 
wholesaler is a robber and a parasite. They for- 
get the same type of “Racketeer” in consumer buy- 
ing organizations, who brands the merchant as a 
thief and a pickpocket. And so they “join” and 
history repeats itself. The Racketeer collects from 
both buyer and seller, does little or no actual work, 
invests nothing, and when the crash comes is the 
only one to escape without loss. 

The peculiar thing about it is that the distribu- 
tion “Racketeer” can seldom point to any personal 
record of ability of success; 
often he has been an abject 
failure in his own business. 
However, he needs a job 
and his victims are per- 
persuaded that they need 
his help, and so a new 1. 
“Business Moses” is born. 

Sometimes he “muscles” 
his way into an already or- 
ganized group; more often 


‘ke is the open season for the distribution 


w 


who yield to that shop-worn argument and swallow 
the bait—hook, line and sinker. 

The foxy distribution “Racketeer” usually starts 
his Bally-hoo by pointing to the success of the 
chains and the enormous sales of catalog houses. 
“It’s all a matter of buying,” he says, “of pooling 
your purchases. Let me do your buying for you, 
and I’ll get you lower prices with wholesale costs 
and profits wiped out.” 

He intimates that manufacturers and jobbers 
are in a conspiracy to prevent the retailer from 
getting the right price on his merchandise, but HE 
will fix all that. Does he give any reasonable ex- 
planation as to why manufacturers and jobbers 
should conspire against their star customer? No: 
he leaves that to the imagination. ‘We'll make a 
short cut from maker to retailer,” he argues: 
“We'll cut this gigantic distributing expense. By 
purchasing $10,000 worth of screwdrivers or can 
openers, we can buy lower than the jobber; then 
you fellows can hold sales and run the chain stores 
out of business.” 

Does he explain who is going to break up that 
$10,000 worth of goods into a hundred or a thous- 
and orders; who is to pack it, ship it, invoice it, 
charge it and do the collecting? Does he explain 
who will hold the bag for those who fail to take 


What the Hardware Council Recommends 
that WHOLESALERS Should Do 


Be a wholesaler. Do not finance irresponsible dealers, take chances with unworthy 
credit risks, or encourage inexperienced men to go into the retail business. 

2. Limit sales effort to the territory which can be served most economically and efficient- 
ly and discontinue unnecessary and unproductive service. 


. Employ fewer but more efficient salesmen. Train them to know the goods they sell. 
Enlarge the territory of each, and reduce the number of calls on the dealer. 


he blossoms forth with an 4. Carry adequate and well assorted stocks, so that substitution, back orders and factory 


individual plan to dominate 


shipments may be avoided. 


the hardware business. His 5. Study the problems and requirements of and work with and help the retail trade to 


bait is an offer of “Profits 
without perspiration.” 
Strange as it may seem, 
there are still merchants 
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operate with greatest efficiency; reduce operating costs wherever possible and assist 
retailers to meet competition. 


Follow These Suggestions and Side 


HARDWARE AGE 











BuMictoer 


their quota or to pay for what they get? No—he 
leaves that to be learned from bitter experience. 
His hue and cry is “the jobber is a parasite. It 
costs the manufacturer 25 per cent to sell him. 
We'll save all that.” 

He fails to explain why—if the wholesaler is so 
unnecessary—one big mail order house maintains 
nine distributing plants (private wholesale houses) 
to supply its retail stores. He doesn’t worry about 
cutting manufacturing costs or reducing the work 
of distribution. Why should he? He assumes 
no risk—pays no freight. He only collects. 

He likewise fails to state that chain stores and 
mail order houses often sell well-known goods 
below cost in order to make the consumer think 
that all their wares are low priced. He doesn’t 
mention the fact that these same chains and cata- 
log houses will still undersell the regular merchant 
on their “leaders” regardless of his or their costs. 

Now just where does the “Distribution Rack- 
eteer” get his little “graft”? He is helpless, of 
course, unless he can get a few manufacturers to 
string along with him. His proposition is often 
one where the manufacturer pays him for selling. 
Meanwhile the merchants pay him for buying. He 
plays no favorites, but takes the toll from both 
ends of the distribution bridge. Meanwhile he 


What the Hardware Council Recommends 
that the RETAILER Should Do 


1. Modernize stores and sample goods to get most attractive displays, price in plain 
figures, and otherwise make it easy for customers to buy. Keep store and stock clean. 


Advertise intelligently and consistently. 


2. Study business thoroughly and educate self in modern methods so as to be an efficient 


merchant. Train employes to sell and serve. 


3. Meet all obligations promptly, take cash discounts and establish high credit standing. 


4. Concentrate buying with wholesalers able to render most economical service. Study local 
conditions so as to determine the kind and quantity of goods to buy and competition 
to meet. Place advance orders for seasonable goods. Maintain complete stocks, but 
keep inventory as low as practicable by frequent purchases (full packages as much 


as possible.) 


5. Control the granting of credit and watch collections so as to eliminate losses and 


unnecessary risk. 


: track the Distribution Racketeer 
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invests nothing and contributes nothing to the plan 
of distribution. 

In the light of his activities the average whole- 
saler and retailer are mere pikers. The jobber’s 
net profit, according to the National Hardware 
Association, is only 11/4, per cent on his sales. The 
retailer’s net profit only averages around 5 per 
cent. Yet both have money invested, work hard, 
and render a real service. The Racketeer makes 
more without either work, service or investment, 
and someone pays the bill. 

The solution of the distribution problem is not 
in the adding of new factors to the industry. Itisnot 
in substituting promoters for wholesalers. Instead, 
it lies in greater efficiency of existing factors and 
the practice of proper economies all down the line. 
In short, it lies in accepting and following the sug- 
gestions of the Hardware Council, rather than 
those of glib-tongued distribution Racketeers. 

Undoubtedly the costs of wholesalers are greater 
than they should be. So are the costs of manu- 
facturers and retailers. These costs can be materi- 
ally lowered by a wholehearted working together 
of jobber, manufacturer and merchant. Meanwhile 
* self-preservation demands 

the closest of cooperation 
between the dealer and his 
wholesaler. The hardware 
wholesaler cannot exist 
without the retailer; the 
hardware merchant cannot 
exist without the wholesaler. 
Neither can survive on a 
profitable basis without the 
full support of the other. 
It is a community of inter- 
est in which each must do 
his part. 

There is no longer a 
place in the hardware in- 
dustry for the Distribution 
Racketeer. 
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Here’s a Quartet of Snappy 


ARREY HARDWARE CO., _ yet this paint display proves 
Miami Beach, Fla., has that a little care overcomes 
small windows measuring the difficulty of the small-sized 
about 6 ft. wide by 3 ft. deep, window. An increasingly im- 
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portant part of the modern paint 


department is the line of wall ‘ 
finishes, metal tile, etc., as shown a 
in. the lower display from M. S. ig 

Young & Co., Allentown, 6 





Pa. This display shows 
the results obtainable as 
well as the materials and be 
equipment necessary for 
doing the job. A display 
like this works very well 
when so many people 
have a little time on their 
hands. 

The screen wire, re- 
lated hardware, necessary 
tools and screen enamels 
shown in the window of 
Bailey Hardware Co., 
Gulfport, Miss., offers a 
complete screening ser- 
vice in a window of av- 
erage size. Copper screen 
wire offers a good con- + 
trast on the window floor 
where the black enameled 
hardware is shown. 
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a Spring Window Trims 











Roy Jordan 
made the display 
of ice cream 
freezers and 
watering cans for 
Railey - Milam 
Hardware Co., 
Miami, Fla. It 
has excellent bal- 
ance. The back- 
ground, which is 
purely decora- 
tive, is compo 
board covered 
with tinted stucco. 
It can be used on 
various lines. 
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Cover Up 


Winters 
Dirty Work 
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Miaking he Easy to build 


tec OW” should be the slogan 

or watchword of the win- 

dow trimmer. Getting 
the merchandise that is in season 
into your windows at the proper 
time breaks the ice and clears 
the channel to the sale. The 
store that is a couple of jumps 
ahead with its seasonal displays 
will be a long way ahead as a 
source of supply for its cus- 
tomers. 

Our windows for the past sev- 
eral weeks have been designed 
with the idea of spring upper- 
most and those presented here 
are built to take advantage of a 
still potent appeal in _ that 
thought. Paint will be in demand 
right through the summer months 
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and on into the fall, but at this 
time it is important to make the 
most of the opportynity, when 
people are thinking of brighten- 
ing up their homes as well as pro- 
tecting them from the weather. 
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This week we give the window 
trimmer a poster cartoon and a 
chart from which to make an en- 
larged copy. This is easily ac- 
complished. Simply determine 
how large you wish to make your 
poster for the background and 
draw lines lightly on your compo 
board, relatively spaced. Then 
proceed to map out your draw- 
ing drawing as it appears on the 
small squared chart. You will 
be surprised to find how easy it 
is and how accurately you can 
do it. 

Flat colors will, of course. 
add much to the appearance of 
the posters, and will give the 
windows a stronger appeal. The 
floor covering in some color 
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High Grade Window Trims 
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the display. 


which contrasts with the mer- 
chandise will further enhance 
In the case of the 


Number Eight of 
Hardware Age’s 
Series of origi- 
nally designed 
windows for the 
retail hardware 
store... Every 
week two of 
these sales pro- 
ducing window 
trims all ready 
for you to follow. 
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spring goods display we suggest 
artificial grass. Coarse cotton 
thread attached to the hose nozzle 


and stretched to the edges 
of the poster will not only 
give the suggestion of 
motion but will lead the 
eye to the message there- 
on. 

These displays are de- 
signed by a specialist in 
the field of display work. 
They are original and ex- 
clusive in HARDWARE 
AcE. Follow them. There 
will be two of them each 
week, and you will find 
them productive of more 
results than merely hit or 
miss displays. And don’t 


forget the inside displays to tie 
up with them. 
‘Your suggestions are welcome. 
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Gifts for 


June Brides 
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The June Bride will welcome a practical gift, something for 
her new home. Here you may select from hundreds of practical 
items and all are at practical prices. 


Everything for 
the Garden 


Our store is headquarters for 
everything for the garden. 
You will find quality best at 
prices lower than elsewhere. 
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Seven piece Beverage Set. Fine Percolator Sets, com- 
New glass design in pink or plete with percolator, tray and 
green color. Very special at sugar and creamer. Special 
$0.00 the set. for the set, $0.00. 
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plete; 50 feet of fine hose on 
a good strong hose reel. 
Special at $0.00. 
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Why not a set of dishes as a Decorative Fish Bowls in col- 
practical gift? The designs ors. Very pretty and will make 
are new and very popular. a most welcome gift. Very 
The set, $0.00. special at $0.00 each. 
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All steel Lawn Edger, self- 
sharpening. Easy runnning 
and will give years of satis- 
factory service. Special $0.00. 














i 
ie 











No. P10 No. Pil 











All metal Kitchen Chair. The Beverage Set consisting of 
proper height for the kitchen vacuum jug and glass. This 
table or cabinet. In several will make a welcome gift, and 
colors. $0.00. is priced $0.00. 
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Strong Bamboo Lawn Rake, 
just the thing for getting out 
dry grass, etc. Very special 
at 00c. 
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Low Prices for 
Electrical Goods 





No. P12 






You can al- 
ways be 


sure of get- 
ting the 
most de- 
pendable 





Summer is here with its longer hours of pleasure. It’s time to 
travel, camp or enjoy the comfort of your own home. No mat- 
ter what you may play, we have everything to make your sum- 
mer hours more comfortable. 







electrical 
goods here 
at lowest 
prices. Here 
are some of 
them; but, 
better still, 
why not 
drop in and 
look them 
over. 
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Good strong Tents, made to A complete Camp Cook Stove 
give long service. The newest to help you prepare meals. 
innovations will be found in Quick heating and excellently 
these at $0.00. constructed, $0.00. 













(Descriptions 
and Prices) 














STORE NAME 








Vacuum Bottles for camping This Lantern will be a con- 
or picnicking. Will keep liquids venience to you on your camp- 
hot or cold. Very well made. ingtrip. It holds two 1%-volt 
Special at $0.00. batteries. $0.00. 
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No. P19 
If you have local stereotyping facilities, ° 
request the complete sets of mats of all Fix Leaky 
the advertising illustrations pd these two 
pages, a a check be — If ! 
you need mounted cuts order them by R f N Ww 
number given under each cut, listing the OO S O ° 
numbers in a column. Figure the charge t P 
of | 36c. for each eut when. less than ten Don’t wait for the next rain 
cuts are ordered; when ordering ten cuts i 
or more figure the charge at 30c. for to tell — that bags roof is 
each cut ordered. Enclose check with leaking; investigate now... 
order, please—this saves bookkeeping for and fix it, or have it fixed. 
small amounts. Send all orders to We can help you by offering 
you the best roofing shingles 
in rubber, slate and wood, 
HARDWARE AGE also the tools to do a good 
ADVERTISING FEATURE = Ren not drop in and 
q it over? 
239 West 39th Street . 
No. P17 New York City S 4% O R E N A M E 
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Selling Cutlery Direct 


By SAUNDERS NORVELL 


house to house salesmen. I 

took a mean advantage of one 
of these salesmen the other day. He 
called with his case of samples. I 
happened to be at home. I couldn’t 
resist the temptation to listen to his 
sales talk and post up on direct sell- 
ing. Here is the plan, and to me it 
was quite interesting: 

First of all a letter was mailed to 
the house stating the salesman of 
this cutlery company would call 
with a present. Accepting this pres- 
ent led to no obligation. The letter 
was nicely gotten up on a fine letter- 
head. 

The salesman rang the bell. Had 
we received the letter about him? 
Yes, we had. Well, he had the 
present and would like to present it, 
but the present was in his sample 
case and he would have to come in 
to open the sample case. All right, 
walk in. We took a seat at the li- 
brary table. He opened his sample 
case and there was a nice display of 
kitchen cutlery, scissors, shears, nail 
files and what not. Then he pro- 
duced a very nice potato peeling 
knife attached to a card. This was 
the present. The present was grate- 
fully acknowledged. 


The Sales Talk 


Then the salesman, and he was 
quite a nice looking chap of about 
thirty-five years of age, proceeded 
with his sales talk. He regretted to 
say that the average lady in the home 
did not know how to sharpen a knife. 
He would be glad to show how this 
should be done. If we had a butcher 
knife that was dull he would sharpen 
it. The butcher knife was produced 
and the salesman took a plain 10 in. 
butchers’ steel and proceeded to 
sharpen the knife. He knew his 
business. The steel seemed to be a 
good one and the butcher knife 
yielded to treatment. He picked up 
a piece of paper and cut the paper. 
So far so good. 

Now, didn’t we need a complete 
set of kitchen knives? The entire 


Os is now being sold by 
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set was $25.00. No, we thought that 
was a little expensive in these hard 
times. “How do you sell?” I in- 
quired. “Twenty per cent of the 
total purchase in cash and the bal- 
ance C.0.D. when the goods come by 
mail or express,” he replied. He 
gave us an order blank, and all he 
had to do was to write out the order 
and we would sign on the dotted 
line. 


Sharpening Steels Are 
Best Sellers 


“What is your best selling item?” 
I inquired. “Well, to tell you the 
truth,” he replied, “I sell more steels 
than anything else because very few 
families have a good steel. Most 
of them have some patent sharpening 
contrivance that is always out of 
order, and the lady of the house 
doesn’t know how to work it any- 
how. So after my demonstration of 
sharpening almost always we make 
a sale of the steel.” “What is the 
price of this steel?” I inquired. Hap- 
pening to be posted on the price of 
10 in. butcher steels I noted that his 
selling price was just 25 per cent 
above the retail price in any hard- 
ware store, but, of course, the demon- 
stration and the personal call was 
worth something. 

“What is the next best selling 
item?” I inquired. To nly surprise he 
said his next best seller was the grape- 
fruit knife, because his grapefruit 
knife had a double edge and many 
grapefruit knives only had a single 
edge. Besides that he stated many 
ladies were left-handed and no left- 
handed woman could cut a grape- 
fruit with a right-handed knife. 
That was a new one. The price of 
this grapefruit knife was 90c. The 
retail price of a better grapefruit 
knife I knew about was 75c., but 
that difference wasn’t very great. It 
was worth the talk that went with it. 

“How about shears and scissors?” 
I inquired. “Well,” he replied, 
“they do not go quite as good. The 
women will only buy one pair of 
scissors, or one pair of shears, and 


of course we cannot make much 
money selling small units like that. 
We can only break even, or make a 
little profit, by selling an assort- 
ment.” 

“How about nail files?” I in- 
quired. “Do they go?” “Not very 
good,” he answered. “I carry them 
just to complete the assortment. 
They don’t cost much but occasion- 
ally they sell. But the trouble is 
that the women who will buy the 
nail file will not buy the kitchen 
cutlery.” “Why is that?” I inquired. 
“Well, you see,” he answered, “our 
best trade is the people who live in 
houses that cost from five to fifteen 
thousand dollars. In houses of this 
type the wife does her own work and 
she likes to have good tools to work 
with. Buyt when you get into a com- 
munity where there are two or three 
servants in the family, in the first 
place it is hard to interest the lady 
of the house, and in the next place 
as she does not do her own work 
she is not especially interested in 
her kitchen tools and her answer 
usually is, if she will talk to you at 
all, what is the use of buying fine 
cutlery for servants to destroy or 
to throw out with the garbage. How- 
ever, as I said, this is the kind of 
women who will become interested 
in the nail file because usually all 
their nail files are worn down 
smooth and are in bad condition.” 


Both Ends Against the 
Middle 


Then I admitted to this house to 
house salesman that I happened to 
be in the cutlery business myself. 
Then, of course, being members of 
the same guild we became confiden- 
tial. He told me his company did 
not make this cutlery at all. It was 
made for them by a certain cutlery 
manufacturer under a special brand. 
I was glad to know the name of this 
manufacturer. It happens that they 
are also selling cutlery to the hard- 
ware jobbers and retailers. There 
is nothing like playing both ends 
against the middle. 
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“Tell me,” I inquired, as I passed 
him a cigar, “what is your unit 
sale?” “About $4.50,” he replied. 
“My commission is 30 per cent and 
on that sale you see I make $1.35. 
My company insists on a deposit of 
20 per cent in cash on the orders 
placed, and I keep all of that de- 
posit and at the end of the week 
when the record is made up they 
send me the extra 10 per cent. All 
their returns come from collections 
from customers by mail or express.” 
“What’s the smallest day you have 
ever had?” I inquired. “Well,” he 
said, “one day I only sold $2.00 
worth. Sixty cents commission hard- 
ly paid expenses that day.” “What’s 
the best day you ever had?” “Well, 
one day I had a run of luck. I sold 
four assortments of $25.00 each and 
some other goods. My total sales 
were $142.00, so my commissions 
for that day were $42.00.” “That’s 
fine,” I answered. “Now tell: me 
what territories are the best to work, 
the large cities or the country?” 
“Neither one,” he answered. “In 
the large cities as most of the people 
live in apartment houses and they 
will not let you up the elevators, 
you cannot get to your prospects, so 
that hurts the large city business. 


Medium Sized Towns Best 
Territories 


Then somehow out in the country in 
farm districts, the women are not 
very liberal buyers. Besides that 
they claim they are too busy to sit 
around during the day to listen to 
a salesman’s talk.. The best trade 
for direct selling are in towns of 
from ten to twenty-five thousand 
people, especially in manufacturing 
towns where the people get cash 


wages every week. As I said before, 
women who do their own work and 
have no servants make the best cus- 
tomers.” 

“How about stainless steel?” | 
inquired. “All the women prefer 
stainless steel. It is not so hard to 
take care of the cutlery.” “But, I 
hear,” I replied, “that stainless steel 
will not carry as good a cutting edge 
as carbon steel.” “That may be,” 
he answered, “but the women all 
look to see if “stainless steel” is on 
the blade, and the idea of stainless 
steel seems to impress them more 
than the cutting edge. For instance, 
if you go into almost any kitchen 
and try the knives you will find 
that most of them are very dull. 
That is where the idea of teaching 
women how to sharpen knives comes 
in. At least when you can get in 
and get your steel going, especially 
on her knives, by that time you are 
getting friendly and she is becoming 
interested in your line.” 

“Tell me,” I inquired, “do they 
ever accept your present and then 
not buy any goods?” “Sure,” he 
answered, “they will take your pres- 
ent of the little kitchen knife and 
then they will say they happen to 
be short of money just then, but they 
will buy from me on my next trip.” 
“Then what do you do?” I inquired. 
“T look pleasant and get out as grace- 
fully as possible,” he replied. 


Percentage of Sales 


“Tell me this,” I asked, “what is 
your percentage of sales to calls?” 
“Well,” he said, “that varies. Some 
days it is better than others, but I 
should say that on an average day 
I sell at least one-half of all the 
people I call on. They will buy 





something if only a $2.00 knife to 
show their appreciation of the pres- 
ent.” Then he smiled and said, “If 
the present of the little knife does 
not make a hit, here is a patent 
aluminum thumb attachment for po- 
tato peeling that I will throw in 
with the knife. This little attach- 
ment is quite a good idea. It pre- 
vents the thumb from being cut 
when it presses on the back of the 
blade.” “Well,” I asked, “do I get 
one of these attachments?” “Yes,” 
he said, “I will throw that in, too.” 


They Overeome Price 
Consideration 


So just so there would be no hard 
feeling I bought three knives, kept 
the present and the thumb attach- 
ment. When I checked up these 
knives with the prices at which I 
could buy the same knives in the 
hardware store I found the price 
was only 25 per cent higher than 
the hardware store would charge. 
Just before he left I told him that 
his prices were a little high, and I 
was surprised he could get such 
prices. “No, we do not have any 
trouble with the price,” he answered, 
“if we can work up the desire to buy 
on the part of the lady of the house 
the price does not make much dif- 
ference. The main thing is just to 
catch her fancy and make her de- 
sire the goods. It is curious but we 
very seldom have any complaint 
about our prices.” 

I showed this commercial tourist 
the door and wished him luck. The 
above is absolutely a true story, and 
as that fellow Ripley, who illustrates 
unusual and wonderful things in the 
newspapers, says, proof will be 
supplied upon request. 


Unfair Paint Advertising Stopped 


(From our Washington Bureau) 


WO corporations, one a distributor and the 

oh ste a manufacturer of paints, have signed 

stipulation with the Federal Trade Commis- 

sion agreeing to stop the use of misleading adver- 
tising matter, the Commission has announced. 

It was stated that the distributor corporation will 

no longer carry advertising indicating that it is a 

manufacturer, owning and controlling a factory 


where its products are made. 


The manufacturing corporation producing paints, 
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colors and painters’ materials will cease employing 
words that would indicate one of its products to be 
a combination of zinc and lead, unless the article 
so advertised actually contains substantial quanti- 
ties of sulphate of zinc and of carbonate of lead, 
so that both together constitute not less than 50 
per cent by weight of the product. 

Use of the word “Lead” in its trade name, or any 
combination of words containing the word “Lead” 


so as to imply that product sold under such name 


is lead,. will also be discontinued. 
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bring Full Grown Profits 


By FRED E. KUNKEL 


HE Bortz Hardware Com- 
A hee of Greensburg, Pa., 

sells from 60,000 to 75,000 
baby chicks in the spring of the 
year from March to June, when 
one of the chief attractions is a 
brooder in the window with live 
baby chicks as the drawing card. 
And yet, the store has not spent 
$5 in newspaper advertising 
since it started in the baby chick 
business. Its growth, while slow, 
has nevertheless been pherrom- 
enal. Each year the baby chick 
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S in other lines 
of merchandise, 
to know something 
about baby chicks 
and their needs is to 
sell them more read- 
ily. Read how the 
Bortz Hardware Co., 
Greensburg, Pa., 
handles them. 





How Greensburg, Pa., hardware 


firm sells 60,000 to 75,000 chicks 


between March and June. 


Their 


baby chick business is growing, too. 


business has shown increased 
gains as quality stock has built 
up a widespread reputation. As 
one friend told another, word-of- 
mouth advertising turned the 
trick. 

“Where did you get those 
baby chicks,” one neighbor asked 
another. 


“At Bortz’s hardware store,” 
was the reply, and so the news 
spread rapidly and they came 
from far and wide and hauled 
them away. 

“We have sold practically all 
of our baby chicks right out of 
the store,” says Howard Bortz. 
“We have not sold many through 
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the mails—they are all deliv- 
ered right here at the store. We 
have thousands of baby chicks 
on display in the store as well as 
in the windows, and our constant 
chirping naturally attracts quite 
a lot of attention from almost 
everyone who comes into the 
store during the height of the 
selling season. As a result, many 
back-lotters get enthusiastic and 
take a fling at raising chickens. 
Of course, we sell an awful lot 
to farmers too, and to people in 
small towns in this vicinity. 


Turnover is Large 


“The turnover in baby chicks 
is very large, and while the mar- 
gin on them is small the volume 
is what counts. Then, too, we 
also sell feeders, drinking foun- 
tains, feed and things like that. 
Where we used to buy feeders 
by the dozen now we buy them 
by the gross. You derive: your 
volume over a number of items, 
so that if business lets up on one, 
you are still selling the others, 
and the baby chick business is a 
most profitable sideline. 

“We have also conducted a 
poultry clinic at night, which is 
a very good stunt to bring peo- 
ple in. We have really become 
a regular bureau of information 
around here for poultry raisers. 

“Since we started our baby 
chick business we have compiled 
a mailing list of purchasers, and 
every spring in advance of the 
season, we notify them when we 
are beginning to show and sell 


baby chicks. 
Selling by Radio 


“Radio selling is also a highly 
influential medium. A good 
broadcasting talk invariably cre- 
ates desire and from that desire 
flows a steady stream of demand. 

“It pays to buy your chicks 
from a recognized hatchery noted 
for its superior stock. If you 
can guarantee to your purchas- 
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ers good egg production and 
sturdy, healthy chicks from good 
laying stock, you will get satis- 
fied customers who come back 
from year to year and who rec- 
ommended other purchasers. 
“Selling baby chicks also helps 
to bring customers to your store 
for various supplies, such as 
fountain feeders, brooders, hov- 
ers and baby chick remedies, as 
well as poultry remedies. There 
is no spoilage and the annual 
poultry crop is constantly in- 
creasing in this part of the coun- 


try. 


“Farmers and chick raisers 
thus get to know us, and when 
they want to introduce some new 
stock to mix with their own they 
come here for them and we go 
after the poultry farmers for this 
business. These sales naturally 
bring them in for hardware lines 
as well. 

“We start selling baby chicks 
usually several weeks in advance 
of the regular season, and through 
effective store and window dis- 
plays we start people to thinking 
about them long before the heavy 
demand really starts.” 





Alabama Hardware Firm Sells Chicks, 
Gold Fish and Bait Profitably 


EO. BAILEY has offset 
j M the effects of the depres- 

sion by adding baby 
chicks, black bait minnows and 
gold fish to the regular stock of 
the Parker-Sledge Hardware Co., 
Montgomery, Ala. His average 
sales in these extra lines are 500 
to 600 chicks a week at 10 cents 
each, with spring sales up to 800 
and sometimes 1000 a week; his 
gold fish sales at 15 cents to a 
dollar bring in $50 to $60 a 
month and the black bait min- 
nows at five cents each are good 
for $100 a month or better dur- 
ing the fishing season. This pic- 
ture shows Mr. Bailey with his 
gold fish aquarium and the baby 
chick display crate, just inside 
the front door. The minnows are 
kept in a cement water tank in 
the storeroom. In warm days 
the chicks are placed out front 
for a few hours, but the fish 
tank because of running water 
has a permanent location. Dur- 
ing Easter week Bailey sold 200 
white rabbits at $1 each. In 
order to have a good window 
display the store’s handy man 
built a rabbit hutch. A woman 
thought they were for sale and 


ordered two. These were made 
at a nice profit and brought in 
four more orders. Next year 
this store will add rabbits and 
hutches. The thing that Geo. 
Bailey likes about chicks, min- 
nows and gold fish is not only 
the added customer traffic but 
the opportunity for repeat sales. 
The chick buyer needs feed, 
founts, wire and nesting eggs. 
The gold fish customer buys a 
globe, castles, pebbles, fish food, 
etc., and the sale of minnows for 
bait means hooks, leads and 
other tackle items. 
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PAINT 


Department 
Dominates 


D. JACKSON made 
his entry into the 
® hardware business 


with a three-day paint demon- 
stration. That was seven years 
ago and now W. D. Jackson & 
Co., 417 South Poinsettia Street, 
West Palm Beach, Fla., is a real 
hardware store doing a large and 
profitable business. The paint 
department dominates. 


He Opened With Paint 


The opening paint demonstra- 
tion was planned, advertised and 
conducted along more or less 
conventional lines. Newspaper 
ads and circulars announced the 
new store, the free painting dem- 
onstration, invited visitors to 
bring their paint problems, get 
a small free sample can of paint 
for which they registered on a 
special card, and of course em- 
phasized the fact that no one 
would be urged to buy anything. 
The actual demonstrations how- 
ever were a little different in that 
they were so very complete that 
even master painters returned 
the second and third day. 


In bringing out the merits of 
the brand of paint to be featured 
by the new firm emphasis was 
placed on Jackson’s long experi- 
ences in painting, which it was 
said led him to select the line. 
Often a paint talk of this nature 
loses some of its potency because 
this angle is overlooked. This 
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time the reputation and knowl- 
edge of the dealer was the very 
effective lever on which the ad- 
vertising end of the paint’s mer- 
its were brought to the consum- 
er’s attention. 


Although it would seem rather 
obvious to suggest that a knowl- 
edge of paints and painting is 
essential to the profitable con- 
duct of a paint department, such 
is certainly the case and cannot 
be repeated too often. Jackson 
makes every paint sale or in- 
quiry a genuine service to the 
customer. He finds out what is 
to be painted, how many coats 
were planned, the color scheme 
intended, inquires about the lo- 
cation of the object to be painted, 
whether or not it will be sub- 
jected to the weather and asks 
about the surrounding color 
scheme. Then he urged the 
proper color, the number of coats 


and the kind of a brush. 


He has found that many re- 
peat orders on paints have been 
lost because a customer (through 
his own fault) uses the wrong 
color or the wrong kind of paint 
and then is disgusted with the 
brand and the store where it was 
purchased. If the customer is 


PAINTS 
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stubborn, and many of them are, 
Jackson does not quarrel with 
them, but does try his level best 
to direct them in the right chan- 
nels. Failing to convince them, 
they get what they think they 
want. Quite a few customers 
were sports enough to return and 
admit they were wrong and ask 
Jackson to fix them up right. 

This store has one man out- 
side all of the time soliciting 
paint business from _ business 
houses, real estate agents, own- 
ers of several houses, master 
painters, etc. Before allowing 
this man to represent the firm 
Mr. Jackson sent him to the paint 
factory for several weeks and 
then gave him a further course 
of training at the store. Even 
now, with three or four success- 
ful years to his credit, this man 
makes an occasional pilgrimage 
to the factory to brush up on new 
paints and to add to his store of 
painting knowledge. 


The practice of visiting the 
factories is advertised and is 
mentioned at demonstrations and 
when talking to prospects. In 
other words, Jackson and his as- 
sistant emphasize all of the time 
their desire and their ability to 
advise on painting. That’s why 
they are getting the business. 


LACQUERS 
AND 
ENAMELS 


FOR 
EVERY 
NEED 
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Wao Makgss Ir? 


ORTHAMPTON, MASS. — 
Where is the Wagner Alumi- 
num Co. located?—Ball’s De- 

partment Store. 
Answer—Sidney, Ohio. 


* * * 


Calico Rock, Ark.—Where can we 
purchase washable jackets for clerks 
in our store? The type of coat we 
want will have the name of each 
clerk worked on with orange thread, 
and we wish to purchase twelve or 
more.—Calico Rock Hardware Co. 

Answer—Phillips-Lester Mfg. Co., 
Birmingham, Ala.; Connecticut Coat 
& Cover Co., Shelton, Conn.; M. 
Marks & Son, 115 N. 8th St., St. 
Louis, Mo.; Bostwick-Batterson Co., 
321 N. 32nd St., Philadelphia, Pa.; 
and Windemere Products Mfg. Co., 
1870 E. 59th St., Cleveland, Ohio. 


* *% * 


Danville, Va.—Where can we ob- 
tain self-closing and clesing farm 
gates?—Danville Hardware Co. 

Answer—Chase Colvin Fence Co., 
S. Charleston, Ohio; Clay Equipment 
Co., Cedar Falls, Iowa; Portable 
Elevator Mfg. Co., Bloomington, III; 
and Street Gate & Mfg. Co., Litch- 
field, Ill. 

* * * 

Ocala, Fla—Who makes an ice 
shaving machine that will handle 
about five pounds and shave it to 
snow ?—Marion Hardware Co. 

Answer—The Clawson Machine 
Co., Flagtown, N. J. 


* * * 


Manlius, N. Y.—Advise address of 
Archer-Daniels-Midland Co., makers 
of linseed oills—J. H. Couden Hard- 
ware. 

Answer—Roanoke Bldg., Minne- 
apolis, Minn. 

* % * 

Statesboro, Ga. — Provide the 
names and addresses of a manufac- 
turer from whom we might procure 
mis-lettered milk bottle caps.—John- 
son Hardware Co. 
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Answer—Lists enumerating manu- 
facturers of milk bottle caps as they 
appear in the Hardware Age Buyers 
Catalog were provided. 


* * * 


Lansdowne, 


Pa. — Where 
can caulking guns, which are 
used for dispensing caulking 


compound around window 

and door frames, be obtained ?— 

Lansdowne Hardware Co. 
Answer—The Vital Mfg. Co., 7500 

Quincy Ave., Cleveland, Ohio. 


* * * 
Charlottesville, Va.—Who makes 
the New King box heater?—W. T. 

Martin Hardware Co. 


Answer — The Liberty Range 
Works, Inc.; Nashville, Tenn. 
* % * 


New York City—Ad- 

vise correct address of 

Schulte Brothers, who 

manufacture combination faucets.— 
J. Pinsky Hardware Co., Inc. 

Answer—The Schulte Brass Mfg. 

Co., 2781 Highland St., Cincinnati, 

Ohio, is the successor to Schulte 


Bros. 
* * * 


Burley, Idaho—Who makes True 
Blue manila lariat rope?—Wolf 
Hardware Co. 

Answer—Padgett 
Dallas, Tex. 


Brothers Co., 


* * * 


Greenview, Ill. — Provide names 
and addresses of manufacturers of 
pedestal bird baths.—B. C. Armeling. 

Answer—Burley & Winter Pottery 
Co., Crooksville, Ohio; Essential 
Products Co., 144 E. Wells, Milwau- 
kee, Wis.; Technical Glass Co., Inc., 
2050 E. 48th St., Los Angeles, Cal.; 
and Youngstown Welding & Engi- 
neering Co., Youngstown, Ohio. 


* * * 


Brooklyn, N. Y.—Who makes the 
Nu-Way holder for protecting the 
hand while using steel wool?—Wm. 
J. Martin. 





ViAW. 


Information regard- 
ing sources of supply 
as provided readers 
of Hardware Age by 
its Buyer’s Catalog 
Department is here 
presented as an 
aid to others in the 
trade who may be 
seeking the same ar- 
ticles. The inquiries 
reproduced have 
been selected be- 
eause of their gen- 
eral interest to hard- 
ware merchants and 
buyers. 


Answer—Newark Products Co., 


27 Elizabeth Ave., Newark, N. J. 


+ * * 


"Sheridan, Wyo.—Who makes the 
Rayo kerosene lamp?—Farmers and 
Consumers Cooperative Co. 

Answer—The Standard Oil Com- 
pany of New Jersey, 26 Broadway, 
New York City. 


* * * 


Baltimore, Md.—Who makes the 
Androck dish scraper ?—Johannesen 
Brothers. 

Answer—The Washburn Co., An- 
drews Division, Rockford, III. 


* * * 


Middleton, Wis.—Who makes the 
Old Trusty incubator?—Victoria 
Brothers. 

Answer—The M. M. Johnson Co., 
Clay Centre, Neb. 


(Continued on next page) 
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Who Makes It ? (Continued from preceding page) 


Orlando, Fla.—Provide names of 
several manufacturers of small type 
electrically driven atomizer units to 
be used for spraying insecticides.— 
Pruden Chemical Co. 

Answer—De Vilbiss Co., Toledo, 
Ohio; Electric Sprayit Co., 320 E. 
Colfax Ave., South Bend, Ind.; and 


A. J. Kollmann, 1739 York Ave., . 


New York City. 

Stamford, Conn.—Who makes a 
hand-operated, brake-lining rivet set- 
ting machine?—The Lockwood & 
Palmer Co. 

Answer—American Chain Co., 926 
Connecticut Ave., Bridgeport, Conn. 

Menomonee Falls, Wis.—Who 
makes the Raindrop lawn hose noz- 
zle or sprinkler?—Fred Thomas 
Hardware. 

Answer—Alsteel Mfg. Co., 23 
Carlyle St., Battle Creek, Mich. 


Chatham, N. J—Who makes wire 
peony racks having a wire hoop, 
with four stakes fastened to the hoop 
to hold peonies up when in bloom? 
—Trowbridge & Atteridge. 

Answer—George E. Alexander & 
Son, Sunapee, N. H. 


* * * 


Allentown, Pa.—Provide the name 
of a manufacturer making cork lined 
faucets?—Miller & Sittler Co. 

Answer—Acme Cork Co., 899 
3rd Ave., New York, N. Y. 


* * * 


West Winfield, N. Y.—Who makes 
the Hunt axle rethreading die for 
use in retracing threads on Ford and 
Chevrolet axles? — West Winfield 
Hardware Co., Inc. 

Answer—The Hunt Mfg. Co., 1030 
Wisconsin Ave., Boscobel, Wis. 


* * * 


Hamilton, Ontario, Canada—What 








is the correct address of the concern 
making Iron Age potato planters, 
diggers and sprayers?—A. E. Wil- 
kenson. 

Answer—The F. H. Bateman Co., 
Ledger Bldg., Philadelphia, Pa. 


* * * 


Shreveport, La.—Where can doll 
hospital supplies and novelties for 
children be obtained?—Williams & 
Ray Hardware Co. 

Answer—The Arrowmark Co., 48 
W. 20th St., New York, N. Y.; 
Quaker Doll Co., 155 N. 6th St. 
Philadelphia, Pa.; A. H. Wohlleben, 
2337 Monument St., Baltimore, Md.; 
Fred K. Braithing, 104 Sullivan Ave., 
Bridgeport, Conn.; and George 
Borgfeldt & Co., 48 E. 23rd St., New 
York, N. Y. 

* * * 

Clearwater, Fla——Who makes the 
Ritz cloth hot pan or dish holder? — 
West Coast Hardware Co. 

Answer—John Ritzenthaler, 73 
Franklin St., New York, N. Y. 


New Merchandising Uses for Glass 


by Fred E. Kunkel 


HAT glass can be used for 
UD ont else besides 

window panes has _ been 
proven time and again by the 
merchandising methods of the 
E. J. Murphy Company of Wash- 
ington, D. C., which not only sells 
glass for the most common pur- 
poses, but also makes a special 
drive on glass for the unusual 
service required to keep table 
and bureau tops of expensive 
furniture from being hopelessly 
scratched or marred. Another 
use for glass has been the intro- 
duction of window ventilators in 
the promotion of health. 

Every home and apartment 
dwelling as well as every office 
is a logical prospect for window 
ventilation where the health an- 
gle is emphasized, because every- 
body today is interested in the 
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health movement, either in get- 
ting back their health or in keep- 
ing what they already have. 

In view of the decided in- 
creased public interest today in 
health and in things that create 
health, the E. J. Murphy Com- 
pany features window ventilators 
for business offices and for sleep- 
ing rooms and other household 
use where ventilation is most 
desirable. 


Advertising Glass 


An attractive illustration of a 
window ventilator and the fol- 
lowing sales message reads: 

“Since drafts are dangerous, 
and fresh air a necessity, why 
not solve your ventilation prob- 
lem this way? Install this ven- 
tilator. Just attach it to your 
window and you can forget about 


drafts. Nothing to’ get out of 
order nothing needing 
attention. Just raise your win- 


dow and ventilation is auto- 
matic.” 

Another theme for advertising 
was the suggestion for business 
uses under the caption, “Fresh 
Air Is Good Business,” with the 
sales argument that employees 
do more and better work when 
you give them fresh air and that 
the Murphy special window ven- 
tilators admit the air but keep 
out the draft, with the following 
sales message: 

“Here’s a ventilator easy to 
install needing no at- 
tention whatever a first- 
class investment in health. Put 
one or more in your office before 
March winds arrive.” 

And so the E. J. Murphy Com- 
pany has pushed the sale of glass 
successfully in home and office 
for ventilating purposes as well 
as for suitable glass tops to fit 
tables, buffets, office desks, bu- 


reaus, etc., all cut to order. 
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ET us first consider the interest 
§ of the retailer. I have no 
criticism of the large retailer 
who is amply capitalized and who 
is ambitious to purchase direct from 
the manufacturer, but as a whole- 
saler, I am interested primarily in 
the vast majority of average retailers 
whose finances are limited and who 
buy in small quantities in order to 
secure a satisfactory turnover and 
to whom the wholesaler’s service is 
absolutely necessary. 

These retailers are the backbone 
of the hardware industry, and it must 
be admitted that such retailers are 
placed at a decided disadvantage 
when manufacturers sell large re- 
tailers, and in the term “large re- 
tailers,” I include chain stores, de- 
partment stores, and others selling 
the consuming trade even though 
they are not engaged exclusively in 
the hardware business, at prices 
which are close to their lowest whole- 
sale quotations: 

Concerning the wholesalers, they 
are either performing an economical 
function or an uneconomical one. I 
grant you that there are both classes. 
It is not a question as to whether 
the wholesaler adds to the cost of 
distribution, as it must be acknowl- 
edged as a fact, but does the whole- 
saler add too much to the cost of 
distribution? 


The Wholesalers Funetion 


It seems to me that the question 
to consider is, What are the functions 
of the wholesaler and are they neces- 
sary in the scheme of distribution, 
and furthermore, if these functions 
are not performed by the wholesaler, 
who is going to perform them? There 
are certain essential steps which can- 
not be eliminated. 

After goods are manufactured, 
they must be placed in the hands of 
the consumer, not only in exceed- 
ingly small quantities, but in hun- 
dreds of thousands of places, and 
shipment of small quantities to a 
great number of consuming points 
by manufacturers is uneconomical 
because of packing in small quanti- 
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ties, the cost of selling, carrying and 
collection of accounts and the neces- 
sary cooperation with retailers. 

The manufacturer cannot perform 
these functions economically because 
it would mean the doubling or trip- 
ling of warehouse space in order to 
carry a sufficient stock with which to 
supply demands for small lots of 
merchandise on short notice. The 
enormous expense of salesmen cover- 
ing the entire country would be pro- 
hibitive, and whether such functions 
are performed either by the manu- 
facturer or the retailer, they must in 
effect become wholesalers, in which 
case they must add these functions to 
the cost of distribution. 

The question has often been raised 
as to whether the addition of out- 
lets increases sales volume. I refer 
to the catalog houses, chain stores, 


grocery and drug wholesalers and 
the utility companies. Certain manu- 
facturers do not seem to realize that 
there may be too many hardware 
wholesalers already, and to encour- 
age drug and grocery wholesalers to 
handle items and lines only destroys 
the business of the men whose busi- 
ness built up his own business. 

A case was recently brought to my 
attention where manufacturers of a 
certain line issued a price sheet show- 
ing their prices to consumers, retail- 
ers, wholesalers, industrial trade, 
chain stores and catalog houses. 
Prices given to catalog houses were 
on a more favorable basis than any 
of the others, which enable the cata- 
log houses to establish the retail 
price at which the line would be 
sold. These prices practically elimi- 
nate both the wholesaler and the 
retailer as a distributor of that line, 
yet it is my firm belief that the man- 
ufacturers would have secured a 
larger distribution and made a more 
satisfactory profit by confining the 
distribution of their goods to the 
wholesaler and retailer. 

Because of the use of missionary 
salesmen and demonstrators, the cost 
of distribution is materially in- 
creased. In many instances the ex- 
pense of such salesmen is charged 
up to advertising, which in turn en- 
ters into the cost of production. 
Retailers are complaining of their 
time being taken up by salesmen, 
and in the final analysis the con- 
sumer pays the bill. 


The Quantity Finally Sold 


I do not hesitate to make the state- 
ment that manufacturers have a per- 
fect right to market their products 
in any manner they see fit, but in 
seeking new distributive outlets re- 
gard should be given as to whether 
the quantity finally sold to con- 
sumers would be increased. 

In recent years considerable em- 
phasis has been placed on the fact 
that production problems are no 
longer disconcerting and that the 
greatest opportunities for increased 
efficiency in the conduct of business 
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will be found in improved selling 
and distributing methods. 

Many have felt that because we 
in the United States had achieved 
tremendous success in mass produc- 
tion, it should logically be followed 
by mass distribution. They have ad- 
vanced the erroneous idea that mass 
distribution would solve the prob- 
lems that have resulted from mass 
production. 


Unbridled Mass Production 


However, now that we are having 
an opportunity for more sober 
thought, we are not at all convinced 
that unbridled mass production is 
all that could be desired. It is gradu- 
ally being realized that distribution, 
unlike mechanical production, is a 
human function and cannot, there- 
fore, be controlled and regulated 
with machinelike precision. Mer- 
chandising and selling are tasks that 
must be performed by individuals, 
and the efficiency and success of each 
particular job depends upon the 
natural ability and capacity of the 
individual handling it. This is par- 
ticularly true of merchandise of the 
quality and character handled by the 
hardware industry which cannot be 
sold by automatic machines. 

Intelligence, aggressiveness, tact, 
the power of suggestion, the ability 
to create desire and other elements 
of salesmanship are important fac- 
tors in our selling problem and 
consequently in the ultimate placing 
of its products in the hands of con- 
sumers. 

It would seem timely and impor- 
tant, therefore, to consider just how 
the wholesaler fits into the coopera- 
tive picture and the character of 
service he renders both to the manu- 
facturer and retailer, enabling them 
to give greater attention to the suc- 
cessful performance of their respec- 
tive jobs. These may be enumerated 
as follows: 

(a) By assembling under one roof 
thousands of products from manu- 
facturers in every part of the United 
States, the wholesaler enables the 
retailer to select from ample assort- 
ments the individual items he re- 
quires to meet the needs and de- 
mands of his individual territory. 

(b) Wholesalers perform a dis- 
tinctly valuable warehousing service 
for both manufacturers and retailers, 
thereby saving them rent, insurance, 
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storage, depreciation, payroll and 
other expenses. 

(c) This reduces the inventory in- 
vestment of both, keeps them in a 
more liquid condition than other- 
wise possible, and enables them to 
use funds in the conduct of their 
business which would not be avail- 
able without the wholesaler’s help. 

(d) Wholesalers are equipped and 
prepared to deliver this merchan- 
dise promptly and at the same time 
supply emergency needs of retailers 
without compelling them to wait for 
shipments from distant manufac- 
turers. 

(e) This service enables the re- 
tailers to increase their turnover and 
prevents the loss of sales as a re- 
sult of shortage of merchandise for 
which there is an active demand. 

(f) Wholesalers are constantly 
studying new products and _intel- 
ligentlly determining their possible 
acceptance and demand by the con- 
suming public so that they are in 
a position to extend to retailers valu- 
able assistance in purchasing their 
lines and in selecting merchandise 
which is best suited to the require- 
ments of the retailer’s territory. 

(g) By reason of their long ex- 
perience they have become experts 
in distribution and are, therefore, 
not only the best equipped but also 
the most efficient channel through 
which goods must pass from manu- 
facturer to retailer. 


Services Increasingly 
Essential 


These services have become in- 
creasingly essential, because of the 
general tendency to order smaller 
quantities with greater frequency in 
order to keep merchandise stocks 
fresh, avoid obsolescence and serve 
the consumer with new goods. Should 
manufacturers endeavor to maintain 
an organization large enough to 
serve the retailers with the individual 
commodities they make, cost and 
prices would of necessity be ad- 
vanced very materially above those 
now prevailing and entirely out of 
proportion with the service rendered. 

It is recognized by wholesalers 
that retailers are the agents of the 
industry who contact and serve the 
public; in short, they are the indus- 
try’s keymen and. upon their effi- 


ciency and success depends its pros- ’ 


perity. 





It is further realized by whole- 
salers that with competition becom- 
ing constantly more intense, it is 
essential for the retailer’s success 
that he acquire a broader outlook, 
keener vision and be in a position 
to devote a larger part of his time 
to the sales and merchandising end 
of his business. The retailer’s suc- 
cess will be in direct ratio to the 
efficiency with which he performs his 
functions and renders a service to 
the community. The farmer who 
attemps to cut his grain with a cradle 
scythe cannot hope to compete with 
the man who uses modern harvesting 
machinery. Similarly, the retailer 
who pursues antiquated methods 
cannot expect to compete with the 
retailer who maintains a thoroughly 
modern store. 


Studying the Problem 


Recognizing these facts, whole- 
salers, individually and collectively, 
are most carefully studying how to 
meet efficiently and economically 
perform their services in the indus- 
try’s merchandising job and extend 
to retailers the type of assistance 
and service that will be most helpful 
to them. Joint meetings of this char- 
acter where we can exchange ideas 
with each other and acquire a more 
intimate knowledge of the common 
problems of our industry should en- 
able all of us to cooperate more in- 
telligently for our mutual advance- 
ment and profit. 

With competition within the indus- 
try itself growing in intensity and 
our problems further magnified by 
the fact that we are compelled to 
cope with the competition of other 
industries, it is essential that cooper- 
ative endeavor be developed to the 
highest possible degree. 

Manufacturers who have adopted 
a definite sales policy and have 
maintained it have prospered, and 
their efforts to stabilize the industry 
have been appreciated by all those 
engaged in it. 

The trends permanently and ab- 
solutely indicate the survival of the 
independent retailer and wholesaler. 
Their functions cannot be dispensed 
with, and the readjustments taking 
place will enable them to perform 
their functions as economically as 
the chains or any other system of 
distribution yet devised. 





*An address before the Edgewater Park, 
Miss., convention, April 21, 1931. 
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SALES- 

MAN’S 

job is to 

sell mer- 
chandise. Even 
though the custom- 
er comes in and 
asks for an article 
of his own accord 
it is always well to 
sell it to him. In 
other words tell 
him its good points, 
its uses, how it 
operates and how to 
care for it. This is 
particularly true in 
items which are in 
the least technical. 
When this is done 
the customer knows the advan- 
tages of the article he has pur- 
chased, its construction and use, 
and is prepared to operate it in- 
telligently. There are no come- 
backs when goods are properly 
sold. 

Often, however, a customer 
comes in to buy some particular 
article—as for example, a range 
or a washing machine—without 
having the kind definitely selected. 
He has been sold on ranges or 
washing machines, but has not 
been sold on any particular range 
or washing machine. In many 
cases he goes away without pur- 
chasing because the man behind 
the counter does not know the sell- 
ing points of the article, or if he 
does know them, is unable to tell 
the customer about them. 


Naturally knowledge comes 
first. No man sell goods unless 
he knows something about how 
they are made and why; how they 
are used and what their advan- 
tages are compared with similar 
articles. That is sales foundation. 
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ply answer argu- 
ments in advance. . 
When price is a 








consideration, bring 





out your price in 











Sell the Goods 
Called For 


Thirteenth of the 

series of short ar- 

ticles for the man 

on the sales floor. 

Next week: Pride 

—a Factor in Mak- 
ing a Sale 


Afterwards comes selling with its 
own problems. 

Here are a few things to re- 
member when making that initial 
sale. Bring out the important 
points about the article first. If 
it is a range say: “This is one of 
the best bakers on the market” or 
“This is the most economical 
range we have ever handled, etc.” 
Answer objections in advance. 
Say: “Some makers claim so and 
so,” giving the arguments of com- 
petitive lines, “but we have found 
that (then give the strong points 
of your own line’). Never men- 
tion the competitive line or the 
dealer carrying it by name. Sim- 


terms of years of 
service. Using a 
$100 range as an 
example say: “This 
€ range will easily 
give good service 
for ten years. That 
makes the price 
only $10 a year. A 
cheap range selling 
around $50 will us- 
ually give only 
about three years 
of good __ service. 
Then it has to be 
replaced. That makes it cost over 
$16 a year, and yet it can never 
give the satisfaction you will get 
from this range for $10 a year. 


Let the buyer talk. Put your- 
self in his place and bring up the 
things that are of interest to him. 
Make your comparisons deal with 
the things familiar to your cus- 
tomer. If a farmer, compare the 
life of a range with the life of a 
good plow or binder. 

Never argue but try to turn the 
conversation* your way. Don’t 
make extravagant claims. Cut out 
unnecessary talk and stick to the 
subject. Finally ask for the cus- 
tomer’s order and not merely for 
his opinion. 

Then when the sale has been 
made try to make a sensible sug- 
gestion that will lead to another 
sale. Last, but not least, send the 
customer away with a smile and 
an intimation that you have en- 
joyed serving him. If you do this, 
you will hang up a sales record 
that any store owner will be will- 
ing to pay for. 
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Unusual Paint Selling Methods 
Prove Effective in Maine Store 


By WM. J. MeNULTY 


ALENT comes from unex- 
‘ih pected sources. Of this, 

W. H. Glover & Co., Rock- 
land, Me., have had unsolicited 
proof. The Glover firm handles 
paint and oils in Rockland, which 
is situated at the junction of 
Penobscot River and Bay with 
the Atlantic Ocean. This part of 
the coast is noted for its rugged 
scenery and as a summer play- 
ground. 

Frank T. MacDonald, of Rock- 
land, is a member of the Glover 
sales staff. Nobody knew Mr. 
MacDonald had a tendency to- 
ward art, until he recently com- 
pleted a painting in oils. He 
had been working on this paint- 
ing in his leisure time, at home, 
without other members of the 
store staff being acquainted with 
the fact. 

The inspiration for the paint- 
ing was the wreck of a vessel on 
the rockbound coast from whence 
Rockland derives its name. This 
ship had gone ashore in a severe 
storm and Mr. MacDonald had 
motored to the scene a half- 
dozen times, after deciding to de- 
pict the vessel on canvas. On 
some of these visits he took his 
easel along and wielded his 
brushes on the spot. 

When a member of the firm 
was invited to view the finished 
painting, the canvas was imme- 
diately taken to the store to be 
displayed in the show window. 
The painting was shown, accom- 
panied by a card bearing the 
name of the artist and the name 
of the picture, “A Shipwreck 
Scene.” In the background were 
displayed paints suitable for use 
in art painting on canvas, wood, 
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metals of all kinds, plaster, tap- 
estries, as well as brushes for the 
same purposes. 

So much interest was, mani- 
fested in the painting that it be- 
came necessary to prolong the 
exhibit. The local newspaper 
gave it considerable publicity 
and Mr. MacDonald has been 
urged to paint a series of similar 
local scenes. 


Helps Sale of Art Supplies 


The exhibit stimulated the sale 
of art painting materials to a 
marked degree. As Mr. MacDon- 
ald was quite ready to advise art 
students and amateurs this en- 
abled many beginners to select 
suitable materials and increased 
the revenue of the firm at the 
same time. 

Many hardware stores could 
use this idea with similar good 
effect. If there is no artist on the 
store staff, most communities 
have several artists that could be 
engaged to depict a popular local 
scene, familiar to every resident. 
Often such scenes have already 
been placed on canvas, but have 
never been placed on public ex- 
hibition. When such paintings 
are shown in the midst of a 
good window display featuring 
paints, they will prove strong at- 
tractions in arousing local inter- 
est and will impress the commu- 
nity with the fact that the store 
is prepared to serve their paint 
requirements. 

This same firm has also effec- 
tively used window displays em- 
phasizing the contrast of minia- 
ture homes freshly painted with 
those in need of paint. Such 





models portray the difference in 
appearance in a striking and pro- 


ductive manner. A number of 
models are used and they are 
frequently repainted in various 
color schemes to show the effect 
of each. 

In a like manner, furniture is 
also shown in its before and af- 
ter painting stages. Instructions 
on how to refinish old furniture 
like new are given at the store 
and this advisory service has 
been very beneficial, especially 
in attracting and holding the 
patronage of women customers. 

Pieces of lumber taken from 
buildings that have been demol- 
ished, partly burned or partially 
decayed are contrasted with lum- 
ber of the same kinds having the 
protection of paint. It is the 
practice to stress the protection 
paint provides, which is graphi- 
cally shown by the contrast. 

Rockland, being on the sea- 
shore, is visited quite often by 
fog, which is very injurious to 
the exteriors of buildings. The 
store, therefore, makes a spe- 
cialty of handling paints effec- 
tive in repelling dampness as a 
result of fog, rain, sleet and hail. 
The paint-selling slogan of the 
store is “It is cheaper to paint 
than to rebuild.” 

The winter period is damag- 
ing to buildings located in the 
northeast coastal section and 
many homes are only occupied 
during the summer season. Early 
in the spring of each year the 
store begins a mail campaign to 
sell paint to persons having sum- 
mer homes located within a twen- 
ty-five-mile radius of Rockland. 
Owners are advised that the store 
will arrange for the repainting 
outside, and redecorating inside, 
of houses and garages, fences, 
barns, boats, etc., so that every- 
thing will be in readiness when 
the owners arrive in the early 
summer. 
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BUSINESS MEN TO VISIT, 
STUDY RUSSIAN MARKET 


From Berlin, Germany, on July 
15 and July 25 two thirty-day 
trips will be made to various 
parts of Russia for the purpose 
of studying the markets in that 
country. Conferences will be held 
with Soviet officials and Ameri- 
can engineers and builders in 
the principal industrial centers. 
Representatives of the Soviet 
Government and American econ- 
omists who have made a thorough 
study of Soviet economy will ac- 
company both groups so that the 
situation may be_ understood 
from all viewpoints. 

During the summer of 1930 
Dr. Henry R. Seager, of the 
faculty of Political Science of 
Columbia University, New York 
City, made a trip to Russia with 
economists and business men, 
who studied the Soviet five-year 
plan. Roy H. Mackay, econo- 
mist, who has made a study of 
Soviet affairs, is carrying out ar- 
rangements for the trips this 
year and extends an invitation 
to American manufacturers, en- 
gineers and economists to visit 
and study the Russian market 
during the coming summer. Mr. 
Mackay should be communicated 
with at  Fayerweather Hall, 
Columbia University, New York 
City, for information on either 
of the two groups, both of which 


start and end their trips in 
Berlin. 
PAINT ORGANIZATIONS TO 


LOCATE IN WASHINGTON 


Headquarters of the American 
Paint & Varnish Manufacturers’ 
Association, the National Paint, 
Oil and Varnish Association and 
the Save the Surface Campaign 
will be opened in the Gregg 
Memorial Building, 2201 New 
York Avenue, N. W., Washing- 
ton, D. C., after June 1. The 
three organizations were formerly 
located at 18 East Forty-first 
Street, New York City. A sec- 
ond floor has recently been added 
to the Gregg Memorial Building, 
providing convenient offices for 
the departments and activities of 
the campaign group and the two 
associations. 

On the ground floor are the 
executive offices of the general 











manager and of the director of 
the scientific section, as well as 
laboratories. 


JOHN SLEZAK, MANAGER 
TURNER BRASS WORKS 


The Turner Brass Works, Syca- 
more, Ill., has announced the 
appointment of John Slezak as 
vice-president and general man- 





JOHN SLEZAK 


ager. Mr. Slezak joined the Tur- 
ner Brass Works a year ago as 
works manager. His present ap- 
pointment is directly due to his 
accomplishments while serving in 
that position. 

Mr. Slezak succeeds J. Wal- 
ter Becker, who recently resigned 
because of ill health. 





CONVENTION FOR 
SMALLER INDUSTRIES, 
AUG. 10 


For the first time in the in- 
dustrial history of the United 
States there is to be a conven- 
tion of the smaller industries 
of the country. It will be held 
Aug. 10 at Lake George, N. Y., 
and its organizers hope that it 
will be an important step to- 
ward the solution of some of 
the problems of management con- 
fronting smaller manufacturing 
industries. 

The significance of this con- 
vention was pointed out May 13 
in a statement issued by the 
National Industrial Conference 
Board, Inc., 247 Park Avenue, 
New York City, showing that, 
according to the latest available 








census figures, only 3.4 per cent 
of all manufacturing establish- 
ments in the United States em- 
ploy more than 250 wage earners 
and only 1.4 per cent employ 
more than 500. Of still greater 
importance is the fact that 62 
per cent of ail industrial wage 
earners are employed in plants 
having a working force of 500 or 
less. 


MOREHEAD, WALWORTH’S 
ENGINEERING VICE PRES. 


F. H. Morehead, chief engi- 
neer of Walworth Co., Boston, 
Mass., was elected engineering 
vice-president of the company at 
a recent meeting of the board of 
directors. After graduation from 
college he was employed for sev- 
eral years by the American Steel 
& Wire Co., later joining the 
Kewanee Private Utilities Co. 
In 1905 he went to the Western 
Tube Co., which plant was later 
acquired by Walworth Co. In 
1926 Mr. Morehead became man- 
ager of the Walworth Boston 
works, later becoming chief en- 
gineer of the company. 





J. D. STODDER JOINS 

CYCLONE FENCE CO. 
John D. Stodder, for many 
years associated with the hard- 
ware trade, has been appointed 





J. D. STODDER 


manager of the hardware prod- 
ucts division of the Cyclone 
Fence Co., Waukegan, Ill. For 
the past twelve years he has been 
connected with the Wickwire 
Spencer Steel Co., New York 
City, and its subsidiary, the 
American Wire Fabrics Corp. 
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FREED IS PRESIDENT OF 
PERRYMAN ELECTRIC CO. 


Benjamin Katz, chairman of 
the board, Perryman Electric 
Co., New York City, has an- 
the appointment of 
Lieutenant Commander Joseph 
D. R. Freed, U. S. N. R., as 
president. Mr. Freed recently 
associated with Warner Bros. 
Pictures, Inc., as radio execu- 
tive. Recently he was with the 
United Research Corp. and for 
many years headed the Freed- 


nounced 








Eisemann Corp. 





READING IRON MAKES 
PERSONNEL CHANGES 


Recently J. K. Aimer was ap- 
pointed assistant general man- 
ager of sales of the Reading Iron 
Co., Reading, Pa., with offices at 
230 Park Avenue, New York 
City. W. S. Shiffer was ap- 
pointed as assistant to Mr. 
Aimer. R. I. Fretz has been 
transferred to the Pittsburgh 
district, succeeding Wyman 
Howells, who will take charge of 
the Reading district, in place of 
Mr. Fretz. Harry L. Hialock 
was recently sent to St. Louis, 
Mo., district, under J. L. Jacob- 
son, district sales representative. 
L. C. Hartzell has been placed 
under direction of R. W. Thomp- 
son, Reading, in the promotion 
of nipple business. 


On May 1. several other 
changes were made. George D. 
Smith was appointed railroad 


salesman, under direction of Mr. 
Aimer, and will confine his op- 
erations, to the Eastern territory 
for the present. E. S. Moore- 
head was appointed to the Pitts- 
burgh, Pa., district under Mr. 
Fretz. 





L. W. STEWART SALES CO. 
MOVES TO NEW HOME 


L. W. Stewart Sales Co. has 
moved its offices from 704 Race 
Street, Cincinnati, Ohio, to 505 
Commercial Arts Building, in 
the same city. The company 
now represents the Vincent Whit- 
ney Co., San Francisco, Cal. and 
is carrying a complete stock of 
Whitco casement hardware for 
convenience of the Middle West 





| trade. 








HENCKELS 200 YEARS IN 
CUTLERY BUSINESS 


The firm of J. A. Henckels, 
Inc., Solingen, Germany, makers 
of the Twin Brand cutlery, will 
celebrate its 200th anniversary 
June 13, 1931. When the house of 
Henckels started to manufacture 
cutlery in 1731 the present trade- 
mark of two little men, or twins, 
joined together, was first used. 
The town of Solingen itself has 
been a cutlery center for cen- 
turies. The house’s first branch 
was opened in 1816 in Berlin, 
which was then a small town. 

In 1839 J. A. Henckels intro- 
duced steam power in place of 
water power in his plant. ° The 
first drop forge in the plant was 
installed in 1849, after which 
many improvements were made 
at frequent intervals. The foun- 
der of the firm inaugurated the 
policy of exhibiting at Leipzig 
Fair the products produced un- 
der the trademark of the twins. 

The Henckels organization 
opened its New York City branch 
in 1883. The New York branch 
is now located at 456 Fourth 
Avenue, on the corner of Thirty- 
first Street. 


DAVIS IN LARGER STORE 


H. A. Davis, who started in 
the hardware business at 612 Var- 
ick Street, New York City, six 
months ago, increased business 
to such a degree that it was nec- 
essary to move May 1. At 618 
Varick Street, a store twice the 
size of the previous location is 
now occupied. Mr. Davis pre- 
viously acted as manager of the 
Reynolds Hardware Co. for 21 
years. He is handling distribu- 
tion of a paint line and of build- 
ers’ hardware lines. 


J. M. KEELY REPRESENTS 
THE E. J. WILLIS CO. 


The E. J. Willis Company, 85 
Chambers Street, New York 
City, announces the appointment 
of J. M. Keely, one of the lead- 
ing marine hardware sales execu- 
tives in the industry, as sales 
representative to cover the Flor- 
ida and Gulf territory. 


DU PONT CO. CHANGES 
NAME ON OIL COLORS 


The Paint and Varnish Divi- 
sion of the du Pont Company, 
Wilmington, Del., announces that 
in the future all its oil colors will 
be marketed under the name of 
Du Pont Harrison Oil Colors and 
under the black label. All other 
oil color lines will be eliminated. 
The company also announced 
that they have consolidated a 
great number of various items 
formerly listed under oil colors 
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and have selected thirty-two rep- 
resenting the standard colors 
used by the painter in his every 
day work. All duplications have 
been done away with. Consid- 
erable improvement has _ been 
made in the oil color line. New 
oil color cards are to be pre- 
pared. 


S. S. RAND REPRESENTS 
GENERAL GRINDER AND 
GENERAL LOCK CORPS. 


Stanley S. Rand has been ap- 
pointed as representative of the 
General Grinder Corp., Milwau- 
kee, Wis., and the General Lock 


STANLEY S. RAND 


Corp., Lancaster, Pa., in the 
Pennsylvania and Atlantic sea- 
board territory. Mr. Rand was 
formerly sales manager for the 
Peck, Stow & Wilcox Co., South- 


ington, Conn. 








HINCHMAN ADDRESSES 
NORTH JERSEY ASSN. 


Fred B. Hinchman, New York 
manager, John Russell Cutlery 
Co., Turners Falls, Mass., spoke 
May 12 at Meyer’s Hotel, Ho- 
boken, N. J., at the monthly 
meeting of The North Jersey 
Hardware & Supply Association. 
His topic was the manufacture 
of cutlery. More than twenty 
members and guests attended the 
meeting, which was led by Presi- 
dent J. J. Leonard, South River, 

J. Secretary Horace W. 
Molyneux read the report for the 
previous meeting. 

The next meeting will be held 
June 17 at the Downtown Club, 
Newark, N. J. 


R. C. ROLFING LEAVES 
OLIVER FARM EQUIPMENT 


R. C. Rolfing, vice - president 
and general works manager, 
Oliver Farm Equipment Co., 
Charles City, Iowa, resigned re- 
cently and is now on a month’s 
trip to California. Mr. Rolfing 
was identified with the Hart-Parr 
Co. 20 years, first as works man- 
ager. When that company was 
merged with the Oliver company, 
he was made vice-president and 
general works manager. 


F. C. RUSH REPRESENTS 
SEGAL IN DETROIT 


Segal Lock & Hardware Co., 
New York City, has appointed 
F. C. Rush as Detroit represen- 
tative. He was formerly asso- 
ciated with the Segal organiza- 
tion in Detroit for many years. 


ENTERPRISING PROMOTERS PROFIT 
ON RETAILER’S FEAR OF CHAINS 


(From Our Washington Bureau) 

Enterprising promoters have 
seized upon the retailer’s fear of 
chain store competition as a 
means for making money through 
the organization of associations 
with Washington as the center 
for nation-wide operations for the 
avowed purpose of protecting the 
independent merchants against 
the chains, according to Louis 
Rothschild, director of the Wash- 
ington Better Business Bureau. 
Out of approximately one dozen 
such associations which opened 
headquarters in Washington over 
the past year and a half only 
three or four are still flourishing, 
Rothschild said. 

“For the most part the asso- 
ciations have been quite success- 
ful, charging, as they have, on an 
average of about $5 as a mem- 
bership fee from independent 
merchants,” he explained. 

“It has been a very profitable 
scheme, it appears, and, of 





course, it is entirely legal for a 
man to form an association. The 
Better Business Bureau, how- 
ever, has been interested in view- 
ing their activities because of the 
large number of inquiries we 
have received from various parts 
of the country.” 

Speaking of the fly-by-night 
organization, Mr. Rothschild 
stated that two or three of the 
promoters who set up associa- 
tions in Washington were for- 
mer high-pressure stock sales- 
men, and one or two others had 
long records in the establishment 
of questionable groups. 

It was declared that the skele- 
ton organizations, for the most 
part, followed the same _ pro- 
cedure by first selecting an elab- 
orate title. Highly embossed sta- 
tionery is used and solicitation of 
independents for membership is 
begun, generally in the smaller 
towns. 


PRENTISS, 50 YEARS IN 
HARDWARE BUSINESS 


C. J. Prentiss, vice-president, 
Van Camp Hardware & Iron Co., 
Indianapolis, Ind., is now in his 
fiftieth year in the hardware busi- 
ness. He started his hardware 
career with a retailer in Charles- 
ton, S.C. Mr. Prentiss has long 
been a familiar figure at hard- 
ware conventions. 


SINGERS ENLARGE STORE 
INCREASE STORE SPACE 


Singer & Singer, hardware and 
supply dealers, have been in busi- 
ness under that name at 327 Sut- 
ter Avenue, Brooklyn, N. Y., for 
six months. To meet the in- 
creased business demand they 
have also leased the store at 329 
for their business. 


COMMISSION POSTPONES 
HEARING TILL JUNE 12 
(From Our Washington Bureau) 

For the second time, the Tariff 
Commission has postponed the 
date of its hearing in connection 
with the investigation regarding 
agricultural hand tools, which 
now has been set for June 12. 
Previously the date was post- 
+ poned to May 12. The Commis- 
sion announced postponement 
had been made at the request of 
the interested parties, The in- 
quiry was instituted under a 
Senate resolution seeking to as- 
certain under the flexible pro- 
vision the differences in costs of 
production in the United States 
and abroad and whether or not a 
change in duty is justified. 


MID-WEST REFRIGERATOR 
MEN HEAR J. H. KNAPP 


An interesting comparison be- 
tween reciprocal and rotary types 
of power application was recently 
made by John H. Knapp, vice- 
president, Norge Corp., Detroit, 
Mich., subsidiary, Borg-Warner, 
in an informal talk before Mid- 


West refrigerator dealers at 


Hotel Sherman, Chicago, III. 


DUNCAN KEITH PASSES 


Duncan Keith, vice-president, 
Burgess Battery Co., Chicago, 
Ill., died at his home May 1, fol- 
lowing a short illness caused by 
heart disease. Mr. Keith, who 
was widely known in the battery 
industry, had been vice-president 
of the Burgess organization 
since its founding in 1917. He 
was born in Fredericton, N. B., 
Canada, but was brought up in 
Oshkosh, Wis., where he received 
much of his schooling. Mrs. 
Keith, a daughter, and his 
mother, Mrs. Phoebe A. Keith, 





survive. 
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Hamp Williams Passes Away 





A Leading Citizen of Hot Springs, Ark.—Past N. R. 
H. A. President and Active for Many Years 
in Trade and Civic Work 


Hamp Williams has passed to 
the Great Beyond, leaving behind 
him a host of sorrowing friends 
in all part of the country he 
loved and served. 

Hamp Williams was a_ hard- 
ware ideal; a Lincoln of the re- 
tail hardware trade; an inspira- 
tion to those of the younger gen- 
eration, who saw in him the ful- 
fillment of ambition. His story is 
known to every one of them. 
They know of his early life and 
his struggles with poverty. They 
have heard him relate the open- 
ing of his first little store in Hot 
Springs, with a handful of hard- 
ware, in a small crude building 
away from the center of traffic. 
They knew how his rugged per- 
sonality, backed by boundless er- 
ergy and determination, forced 
the little store to prosper and 
grow; how little by little the busi- 
ness expanded and with it the 
reputation and hardware service 
of Hamp Williams. 

They know how he became the 
leading citizen of Hot Springs; 
how every good enterprise of his 
town bore the imprint of his 
greatness and goodness. They 
know how he climbed the ladder 
of association activity, until he 
had held every office in the power 
of his fellows to bestow—even to 
the presidency of the Natidnal 
Retail Hardware Association. 

And his _ contemporaries—- 
those who traveled the hardware 
road with him: In their hearts 
is a sadness which time may 
ease, but never erase. They 
know his sterling qualities; the 
greatness of the kindly nature 
that was his; the willing sac- 
rifices of time, money and energy 
he gave so freely to his industry 
and theirs. In the days to come, 
wherever hardware men meet in 
convention, Hamp Williams will 
be missed—missed as a helper, 
coworker and leader, but, most 
of all, as a man and a friend. 

To his community, his State 
and the nation at large, he ren- 
dered a citizenship of outstand- 
ing service and accomplishment. 
During the war he acted as Food 
Administrator for Arkansas and 
gained national prominence by 
the efficiency of his work. Un- 
der his administration the people 
of Arkansas saved 2,000,000 
pounds of sugar which was made 
into candy and sent to the Amer- 
ican soldiers abroad as a Christ- 
mas present. In those trying 
times he formed a close, personal 
friendship with Herbert Hoover, 
and only a few short days ago the 


MAY 21, 1931 











HAMP WILLIAMS 


President sent him a message ex- 
pressing hope for his speedy re- 
covery. 

Hamp Williams served three 
terms as director of the Federal 
Reserve Bank at St. Louis. At 
one time he was a candidate for 
Governor of Arkansas. In 1923 
he was elected president of the 
National Retail Hardware Asso- 
ciation and for several years 
thereafter he acted as a member 
of the official board. He was a 
charter member of the Arkansas 
Retail Hardware Association and 
its president in 1904. He at- 
tended his first National Hard- 
ware Congress in 1906. He was 
an ex-president of the Hot 
Springs Business Men’s League; 
ex-chairman of the County Board 
of Education; charter member 
and honorary member of the 
local Rotary Club, and a director 
of the Arkansas Tuberculosis 
Sanitarium. He was an ardent 
Mason, and at one time Grand 
Master for his State. He was 
born on a farm in Crawford 
County, Ark., in 1860. He passed 
away Saturday, May 16, at a 
Little Rock, Ark., hospital. Burial 
was at Hot Springs, May 18. 

Hamp Williams is not dead; 
he lives in the hearts of count- 
less humans who called him 
friend. He will continue to live 
so long as memory lingers with 
those who knew and loved him. 





PAULEY, SERVICE MGR., 
GRIGSBY-GRUNOW CO. 


H. M. Pauley became general 
service manager of the Grigsby- 
Grunow Co., Chicago, IIll., on May 
15. He will have supervision over 
all the service activities of the 
company, including radio, tube 
and refrigeration departments, 





Mr. Pauley will have under him 
a well organized staff for both in- 
side and outside work and will | 
maintain a 24-hour service for | 
service orders or replacement patt 
needs. 


JORDAN HDW. REPRE. 
SENTS EXACT LEVEL 
AND TOOL 


The Exact Level & Tool Mfg. 
Co., High Bridge, N. J., manu- 
facturers of masons, carpenters 
and bricklayers levels, has ap- 
pointed the Jordan Hardware 
Corp., 14 West Seventeenth 
Street, New York City, as sole 
sales agent. A new illustrated 
price list has been issued on the 
line. 

The Jordan Hardware Corp. 
also acts as sales agents for more 
than twenty American and for- 
eign factories specializing in the 
making of low price hardware 
and tools of good quality. A 
complete catalog covering those 
lines is also issued by the Jox- 
dan company. 


PEASE TO ADDRESS 
GROUP MEETINGS OF 
PASHA 


Elton J. Pease, Chicago, IIl., 
will the group 
meetings of The Pennsylvania & 
Atlantic Seaboard Hardware As- 
sociation, to be held the first 
week in June. Mr. Pease, who 
is well known for his merchandis- 
ing work, will talk on subjects 
particularly of interest to the 
dealer’s clerks, as he will give 
them some points on chain and 
catalog store merchandising and 
display. J. S. Lyons, Jr., new 
field man of the association, will 
attend and address each of the 
meetings. 

The four meetings will be din- 
ner sessions. The June 1 meet- 
ing will be held at the Harris- 
burg, Pa., Knights of Pythias 
Hall, 6.30 p. m., standard time, 
at $1.50 per plate, while the 
meeting on June 2 will be held at 
the same hour in Ebensburg, Pa.. 
at the New Ebensburg Inn, at $1 
per plate. On Wednesday, June 
3, the third meeting will be held 
at New Bethlehem, Pa., at the 
Country Club at the same hour 
as previous meetings at $1 per 
plate. Castleton Hotel, New 
Castle, Pa., will be the scene of 
the fourth meeting, Thursday, 
June 4, at 6.30 p. m., standard 
time. Dinner will be served at 
$1.25 per plate. 

Managing director W. Glenn 
Pearce has requested that mem- 
bers send reservations promptly 
for the meeting nearest to their 


address four 








business. 


B. H. SULLIVAN IS MGR. 
OF WESTINGHOUSE UNIT 
Bernard H. Sullivan, for three 
years manager of the syndicate 
department of the Westinghouse 
Lamp Co. at New York, has been 
appointed Southwestern manager 
of that company. Mr. Sullivan 
will make his headquarters at the 
Ambassador Building, 411 North 
Seventh Street. St. Louis, Mo. 
the Westing- 
house organization, Mr. Sullivan 


Before joining 


received his early training in the 
electrical jobbing business with 
the Commercial Electric Supply 
Co., St. Louis. At the outbreak 
of the war he joined the A. E. F. 
and served overseas. He became 
connected with the Westinghouse 
organization in 1922 as a sales- 
man in St. Louis, and in Ferbru- 
ary, 1928, to 
New York in charge of the syn- 


was transferred 
dicate department. 

The Southwestern division of 
the Westinghouse Lamp Co. cov- 
ers the following States: Mis- 
souri, Texas, Oklahoma, Kansas, 
Arkansas, Colorado, New Mexicw, 
and also portions of Arizona, 
Wyoming, South Dakota, Ne- 
braska, Illinois, Tennessee, Ken- 
tucky and Mississippi. 


EDWARD C. DOLL WEDS 
VIRGINIA E. MILLER 
Edward C. Doll, Lovell Mfg. 

Co., Erie, Pa., son of H. J. Doll, 

that 

pany, recently married Miss Vir- 


general manager of com- 
ginia E. Miller, Erie, Pa., at the 
Sarah Hearn Memorial Presby- 


Mr. 


Doll, a member of the sales and 


terian Church in that city. 


advertising department of the 
Lovell organization, and his bride 
spent their honeymoon in Phila- 
delphia, Pa., New York City and 
Bermuda. After returning from 
their three weeks’ trip they made 
their home at 910 Myrtle Street, 


Erie, Pa. 


RICHARD REYNOLDS DIES 


Richard Reynolds, 85, presi- 
den, Buckeye Saw Co., Colum- 
bus, Ohio, died at the 
of his niece in that city May 9. 


home 


Mr. Reynolds, a native of Wales, 
served for 23 years in the Colum- 
bus City Council, of which he 
was president several times. 


45 








ST. LOUIS MART WILL 
BE OPEN IN NOVEMBER 


The St. Mart, Inc., 
Twelfth Boulevard and Spruce 
Street, St. Louis, Mo., will be 


épened in November by a syndi- 
cate headed by E. L. Stancliff as 
president. The building occupies 
an entire block and has the ad- 
vantage of location in the heart 
of the downtown retail and 
wholesale district, at the same 
time being served directly by 
1ailroad tracks and truck docks. 
It faces the Municipal Plaza and 
is near the largest hotels and 
retail establishments in the 
downtown section. 


Louis 


Private railway docks accom- | 


modating 100 inbound and 100 
outbound cars daily will afford 
immediate access to St. Louis’ 
nineteen 
There will be adequate warehouse 
space available for the keeping 
of large stocks. Secretarial and 
telephone service is available to 
those who do not maintain an 
office force. The two upper floors 
of the tower will be given over 
to the Mart Club, providing pub- 
lic and private dining rooms, 
lockers and other club and ser- 
vice facilities. 

On the second floor will be Jo- 
cated the broadcasting studios of 
radio station KMOX of the Co- 


lumbia chain. 





trunk line railroads. | 





will have programs for advertis- 
ing purposes. A buyers’ guide 
service will also be one of the fa- 
cilities of the Mart. 





GEORGE D. CHAPIN DIES 


George D. Chapin, a member of 
the retail hardware firm of Cha- 
pin & Clark of West Springfield, 
Mass., died May 10 at his home 
in that city. Mr. Chapin was 
born in Bernardston, Mass., June 
15, 1856, and went to Springfield 
in 1891, where he made his home 
until his death. For many years, 
prior to his engaging in the hard- 
ware business, he was a sales- 
man for a lumber company. 





NAGELL HARDWARE CO. 


EXPANDS BUSINESS 


Nagell Hardware Co., Minne- 
apolis, Minn., has expanded its 
main retail store at 619-625 Mar- 
quette Avenue, adding an area of 
5000 square feet and increasing 
its force with 20 new employees. 
The branch, opened 13 years ago 
with an area of 10,000 square 
feet, now occupies the entire 
building of more than 40,000 
square feet. Mr. Nagell stated 
that the present store gives the 
firm the largest street-level hard- 
ware sales floor in the Northwest 
as well as the largest exclusive 
retail hardware store in the coun- 


The Mart itself | try. 





Two other stores are operated 
in Minneapolis by the Nagell 
Hardware Co., which was 
founded in 1912. 





0. H. BREWSTER HEADS 
CECO ENGINEER STAFF 
Oliver H. Brewster, for many 

years with the engineering staff 

of the CeCo Mfg. Co., Provi- 
dence, R. I., has been promoted 


| to the position of chief engineer. 


He was especially active in work- 
ing on the development of the 
Pentode tube., W. R. Kierman 
has been named assistant chief 
engineer. 





P. S. SAURER PASSES 


Phillip S. Saurer, who met 
with an automobile accident on 
Feb. 12, died at his home in Bar- 
berton, Ohio, recently. For 49 
years he was in the hardware 
business, conducting his own es- 
tablishment in earlier years. At 
the time of his death he was em- 
ployed in the business of his son, 
C. E. Saurer Hardware Co., Bar- 
berton, Ohio. Until a few years 
ago Mr. Saurer was a member of 
the firm now owned by his son. 
He sold his share and intended 
to retire, but soon went back to 
work in the hardware business. 
Three sons and Mrs. Saurer sur- 
vive. 











HYGRADE, SYLVANIA 
PLAN TO CONSOLIDATE 


Plans for a merger have been 
approved by the boards of di- 
rectors of the Hygrade Lamp 
Company, Salem, Mass., and the 
Sylvania Products Company and 
the .Nilco Lamp Works, Inc., 
both of Emporium, Pa., and rec- 
ommendation of these boards 
will be put before the stockhold- 
ers for official ratification in the 
near future. : 

The Emporium and Salem 
units each manufacture incan- 
descent lamp bulbs and radio 
tubes. In view of the similarity 
of product, it is natural that ne- 
gotiations which have extended 
over.some period should term- 
inate in this combination. The 
combined company will be one of 
the largest so-called “indepen- 
dent” manufacturer of electric 
lamp bulbs and radio tubes, and 
the economies of this combina- 
tion should result in more ef- 
ficient service to consumers of 
these products. 

Merger will be effected with- 
out resorting to additional public 
financing. No new management 
or financial interests are ‘n- 
volved and those officers who 
have been in charge of the sepa- 
rate businesses will continue with 
thé new combination. No change 
is contemplated in the manufac- 
turing facilities or locations. 





T. A. Hauser, display manager of Frank T. Budge Co., Miami, Fla., made this display and reports that it sold plenty of 
flashlights and replacement batteries. 
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. Hanover Wire Cloth 
Window Display 


This wire screen cloth dis- 
play for window or counter 
use is offered to dealers by 
the Hanover Wire Cloth Co., 
Hanover, Pa. Display holds 
an actual sample piece of each 
of the company’s four lead- 
ing brands of wire screen 
cloth: Oriental, Golden Rod, 
Apex and Vulcan. Display 
is printed by the new silk 
screen process in five rich 
colors and presents a fine appearance. The display makes 
an ideal unit about which to build an interesting window dis- 
play of wire screening during the spring and early summer 
buying season. With the samples on the display card, it may 
be effectively used on the counter, so that customers may 
examine and feel the samples. 








Stewart-W arner 
Home Movie Camera 


The Stewart-Warner Hollywood 
model moving picture camera for 
home use is operated by holding 
camera in front of one eye, sight- 
ing object through the viewfinder 
and pressing the release button. 
Camera has simplified, plainly 
marked lens adjustment for set- 
ting camera for pictures taken in 
the sun, shade, for close views and 
distant scenes. It lists at $50.00 
complete with leather bound, 
waterproof, slide fastener carrying case. Weight is 2 lb. 10 oz. 
It measures 814 x 5 x 2 in. Camera employs a standard f 3.5 
lens. Standard visual footage indicator, film center, with 
signal and spring motor are features of this model. Case has 
etching-like finish. It may be used with standard 16 mm. 
movie film in either 50 or 100 ft. lengths, and may be loaded 
in daylight. Stewart-Warner Corp., Chicago, IIl., is the maker. 
A simplified home projector is also being planned by the 





company. 





Blackhawk Big Chief 
Set No. 87WD 


The Big Chief No. 
87WD set, made by 
the Blackhawk Mfg. 
Co., 120 N. Broad- 
way, Wis., consists 
of 87 tools com- 
plete in Big Chief 
W case. Wrenches 
are chromium plated. 
Features are: chrome 
vanadium steel, dou- 
ble hexagon sockets, 
Blackhawk “lock-on” 
feature. Assortment includes tools for all repair jobs on cars, 
trucks, buses, and for factory maintenance. Included in the set 
are extra small series wrenches, with 14-in. square drive, 
small series with 3g-in. square lock-on drive, standard series 
with 14-in. square lock-on drive, and heavy duty series with 
34-in. square lock-on drive. Socket range of the set is 
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from 3/16 in. to 154 in. Six engineer’s wrenches with range 
from 34 in. to 1 in., 6 tappet wrenches ranging from 1 in. to 
Ye in., and two sets of box type wrenches with ranges from 
36 in. to 34 in. double hex. and 5 in. to 15/16 in. are in- 
cluded. Case is equipped with removable tote box tray, three 
pull drawers, drop lid to get at tools in lower box without 
removing tray, and a dependable lock. Case measures 27 x 
12 x 13 in. It is finished in an enduring satin black enamel, 
with individual mechanc’s nickelled name plate furnished 
free. 


Westinghouse Tubular 
100 Watt Lamp T-12 


The Westinghouse Lamp Co., New York City, recently an- 
nounced the T-12 100 watt tubular lamp, having an over-all 
length of 34 in. This lamp produces only 40 watts per foot, 
making it particularly desirable for lighting showcases which 
display merchandise perishable by heat. Its length also makes 
it suitable where continuous sources of light are desired, as 
in luminous pilasters and panels frequently found in modern 
lighting installations. 


Lusterine 
Auto Compact 


The Lusterine auto compact 
is a container having a pint 
of Lusterine auto polish in the 
upper part and two applying 
cloths and a large polishing 
cloth in the lower section of 
container. List price of com- 
pact is $1.00 each. Lusterine 
cleans, polishes, restores all 
auto finishes and is non-acid 
as well as free from harsh 
abrasives, according to the 
maker. It leaves a hard, dry, mirror-like finish. U. S. Mfg. 
Corp., Decatur, IIl., makes this product. A five-color display 
card is given free with each full case order of two dozen 





containers. Lusterine auto polish is also available in pint 
containers, without cloths, listing at 75c. Gallon cans are also 
offered. 





Pike India Oilstones for 
Stanley “55” Cutters 


Pike Mfg. Co., PIKE INDIA OILSTONES 
Pike, N. H., pro- STANLEY “55° CUTTERS: 
duces this assort- ie % 


ment of India oil- 
stones for sharp- 
ening Stanley No. 
55 Cutters. As- 
sortment consists 
of one each, Nos. 
13, 14, 15 and 21 
fine India  oil- 
stones and one 3- 
ounce can of Pike 
oil. Suggested re- 
tail price for as- 
sortment is $3.75 
complete. The 
four Pike stones 
will sharpen all of the regular and special cutters of the 
Stanley No. 55 plane. According to the maker, no other 
stones will be necessary to keep every one of the cutters of 
the No. 55 Stanley plane sharpened. 
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Bleck’s Humane 
Animal Trap 

Herman Bleck, 817 Eaton St., Hammond, Ind., makes 
Bleck’s Humane animal trap, especially designed to catch an 
animal on land without injury and for drowning animals 
in under-water sets. When an animal enters the trap, both 
end gates close automatically. Tripping is reliable, as it is 
governed by gravity. Gates close like a deadfall. Wooden 
bottom gives rigid strength and allows trapping on frozen 





ground. Trap is set by lifting up tongue of top slide when 


opening same. Bait is then attached to hook. For liberating 
live animals to pen or shipping crate, gate should be lifted 
up with wire hook through hole above gate. Size No. 1 meas- 
ures 4 x 514 x 32 in., and is for weasel, muskrat, mink, etc. 
For animals up to the size of the skunk and opossum, trap 
No. 2 is offered. It measures 54 x 7 x 36 in. Two other 
traps are offered. They are No. 3, 8 x 10 x 48 in., and No. 
4,8 x 12 x 54 in. 





Universal Radiator 
Control Knob 
This Universal Radi- 


ator control knob, 
which saves the carry- 
ing of several makes 
and sizes of control 
knobs, has _ recently 
been announced by 
the Diemolding Corp., 
Canastota, N. Y. By 
means of the easily 
removed metal disc 
with its four different 
sized post holes, the 










a 


VV 


knob is capable of 
fitting any radiator 
equipment. _Installa- 


tion is made with a screwdriver. Knob is molded of Durez, 
a hard, lustrous material, said to be entirely unaffected by 
steam, water, grease or other deteriorating agents. Heat can- 
not be transmitted to the hand. Stock knob is furnished in 
black, with a permanent satin-finish surface, and is also avail- 
able in colors and mottled wood effect. 





Independent Lock Features 





Challenger Padlock GENUINE PIN TUMBLER 
4 PAI 
The Independent 

Lock Co., Fitchburg, 

Mass., is interesting 

dealers in their new- 


est product, the Chal- oo i a a a 
lenger padlock. It has ) i 
a four-pin tumbler 
cylinder construction 
with thousands of key 
changes. The case, 
bolt and_ operating 
cam are solid brass, 
the springs are phos- 
phor bronze and the 
shackle is case-hardened with a heavy brass plate. The Chal- 


|}@o [elo] 





SOLID BRASS CASE 
HARDENED STEEL SHACKLE 
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lenger has a very attractive brushed brass finish and is sup- 
plied with two nickel silver keys. It can be furnished keyed 
alike or master keyed. This attractive display stand serves 
as a package for a dozen Challengers. Cartons printed in 
two colors contain the separate locks. East of the Rockies 
the suggested retail price is 75c. each. 





Tip Top X Watch Is 
Temperature Compensated 


The New Haven Clock Co., New Haven, Conn., has added 
this Tip Top X to its wrist watch line. It has silver dial and 
raised numerals on black enamel, in modern style. Watch 
is offered with either leather strap or metal bracelet. Like 
all Tip Top” watches, it is compensated for temperature 
changes, has a diamond cut escape wheel, hardened and 
polished pinions, main spring arbors and balance staff. An 





attractive case in black and red with platform mounting has 
unusual display value. Suggested -retail price is $5.95. 





Seiberling Triple Tread 
Air Cooled Tires 


The Seiberling triple tread air cooled tire, offered by The 
Seiberling Rubber Co., Akron, Ohio, is said to have a life, 
non-skid mileage capacity and a burst-proof and blow-out 
proof factor of safety far beyond any embodied in a pneu- 
matic tire up to this time. The tire has three treads, built 
into one fused and inseparable unit. As each tread comes 





into use, it brings into service a deep-biting, hard-grippng 
anti-skid tread. Heat and inflexibility have been met with 
the air-cooled construction. The construction consists of two 
rows of tranverse holes that pierce the tread through and 
through. Rows are set one above the other, the first being 
directly beneath the first or original anti-skid tread, the 
second row being directly below the first. Holes are stag- 
gered to insure the largest amount of cooling surface. The 
force of the air inflation and deflation automatically expels 
road material, etc., enabling cooling area to remain clean 
under all road conditions, says the maker. It ig, said to 
provide greater riding comfort. List prices on he tread 
tires vary from $19.00 to $65,000, according to size. 
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GeneraL Miaarxer News 


Hardware Sales Re- 
tarded by Weather 
Conditions 


New York, May 20.—Unsea- 
sonable weather hit many sec- 
tions of the country last week, 
causing a slowing up of the gen- 
eral wholesale demand for hard- 
ware and allied products. Cur- 
rent volume at best had only 
been fair in spite of the abnor- 
mally low retail stocks reported 
everywhere. It is generally be- 
lieved that a good spell of warm 
weather will stimulate more sub- 
stantial business, particularly for 
spring lines. Jobbers in every 
section report excellent demand 
for all grades of lawn mowers 
and also find steel goods, garden 
hose and poultry netting active. 
Staple goods are receiving only 
moderate call. Housefurnishing 
lines have been more active than 
hardware and suburban trade 
generally leads in volume when 
compared to rural or city trade. 


Although trade gossip has for 
some time freely predicted 
further important price declines, 
all such opinion is very vague, 
and some doubt is beginning to 
be heard on the question. Price 
cutting is somewhat less preva- 
lent except on those staple and 
seasonal goods which always 
offer keen competition. 


There are fewer failures re- 
ported in retail hardware circles, 
and practically no new stores be- 
ing opened. Collections are fall- 
ing behind a little and are caus- 
ing some concern. 
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OF THE WEEK 


April Building Permits 
Gained 6.4 Per Cent 


Building permits in 215 cities showed 
an increase in April of 6.4 per cent 
over March, compared with an aver- 
age seasonal decrease of 1.5 per cent, 
according to Bradstreet’s review. The 
total of permits for the month was 
also an increase of 57.5 per cent over 
January, compared with an average 
seasonal gain of 51.6 per cent. 

Reports to Bradstreet’s from 215 
cities in the United States show a total 
of building permitted for in April of 
$151,206,846, against $142,107,807 in 
March this year, and $179,811,014 in 
April a year ago. The decrease from 
a year ago was 15.9 per cent, or about 
what it was in January of this year. 





Bank Debits Jump 11 Per Cent 
Total, $12,766,000,000 


Debits to individual accounts, as re- 
ported May 10 to the Federal Reserve 
Board by banks in leading cities for 
the week ended May 6, aggregated 
$12,776,000,000, or 11 per cent above 
the total reported for the preceding 
week and 30 per cent below the total 
for the corresponding week of last 
year. Aggregate debits for the 14] 
centers for which figures have been 
published weekly since January, 1919, 


amounted to $12,021,000,000, as com- 
pared with $10,836,000,000 for the pre- 
ceding week and $17,393,000 for the 
week ended May 7 of last year. 





Call Money Renewal Rate 
Lowest Since 1908 


Call money was renewed on the floor 
of the Stock Exchange at 1 per cent 
May-11, marking the lowest renewal 
rate since 1908. Because of the reduc- 
tions last week in the bill buying and 
rediscount rates of the Federal Re- 
serve Bank of New York, the 1 per 
cent renewal rate did not come as a 
surprise. 

During the day considerable calling 
of loans developed and, although the 
rate was low, the market was said to 
have become fairly stringent. It was 
reported that the withdrawals were 
principally for the account of the in- 
terior. 

The commission of one-half of 1 per 
cent charged by the New York banks 
for the placing of call loans for out- 
of-town banks and “others” reduced 
the proceeds to such lenders yester- 
day to one-half of 1 per cent. At this 
level the return on call money to out- 
of-town banks and to corporations is 
less than they would receive by keep- 
ing their funds on deposit in the 
banks. 


DIVISION OF RETAIL SALES BETWEEN INDEPENDENT STORES AND CHAINS GRAPHICALLY PRESENTED? 









Kdidé, 
DOO 





Bo. of Cities Population of Cities 
2 1 Million and over 
($5,117,676 ,415)* 


16 250,000 to 1,000,000 
($4,002, 587 ,971)* 
38 100,000 to 250,000 
(4,907,451, 212)* 
47 "80,000 to 100,000 
($1,708,685,764)* 
64 30,000 to 50,000 
(2, 430,576,348)* 
a9 10,000 to 5,000 
($2,980,376, 588)* 
Total all cities 
($15,106, 508, 247)* 


Single-store Independents 
Becmeoosend Local gulti-units 

C24 Sectional and National Chains 
Other types of organization 


20.5853 


#A compilation made by DOMESTIC COMMERCE (discussed in the April 20 issue) based on Census of Retail 
Distribution returns from 485 cities of more than 10,000 population in the United States which were 


published prior to April 6. 
epproxina’ 


“Total retail sales in nusber of cities specified. 





These cities are nearly half of the 983 cities of 10 and 
tely one-fifth of the Nation's population. ree “ae 
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Price Average for Week Ended 
May 9, 72 Per Cent 

New Haven, Conn., May 10.—Prof. 
Irving Fisher of Yale University an- 
nounced May 10 that the previous 
week’s wholesale commodity prices, 
based on Dun’s quotations, averaged 
72 per cent. The April average was 
74.4. The purchasing power of the 
dollar, on a 1926 basis, was 138.9. 
The April average was 134.5, accord- 
ing to the Journal of Commerce. 

Crump’s index of English prices for 
the week on the revised 1926 level 
was 65.6. The April average was 66.8. 

The Italian index on the revised 
1926 basis for the week ended May 
2, was 53.9. The April average was 54. 





Car Loadings Show Gain 
for Week Ended May 2 


Loading of revenue freight for the 
week ended on May 2 totaled 775,291 
cars, the car service division of the 
American Railway Association an- 
nounced May 12. 

This was an increase of 16,019 cars 
above the preceding week this year, 
with increases being reported in the 
total loading of all commodities except 
grain and grain products and miscel- 
laneous freight, which showed small 
reductions. 

The total for the week of May 2 was 
a reduction of 167,383 cars under the 
corresponding week last year and a 
reduction of 276,644 cars below the 
same week two years ago. 


$227,000,000 in Building 
for Next Six Months 
President Hoover Estimates 


President Hoover estimated May 8 
that 395 different building projects, 
totaling $227,000,000, of the Federal 
public construction program will have 
been completed or put under way 
within six months. 

Buildings costing $119,000,000 have 
been started or finished in the last 
eighteen months, he said. Sites had 
been obtained and plans and speci- 
fications made for projects totaling 
$58,000,000, contracts on which are 
to be let within ninety days. During 
the subsequent ninety days, he said, 
another $60,000,000 will be let, and in 
the last ninety days of the six 
months $40,000,000 more work will be 
put under way. 

The President’s summary was made 
in response to questions regarding 
the progress of the public building 
program under the Treasury Depart- 
ment. He announced that he would 
give out next week details of each 
project. 
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These cuts courtesy Credit World 


N. R. C. A. Survey of Current Collections, Reported by Local Bureaus 


Department Store Volume 
Shows Gain of 9 Per Cent 


The volume of department store sales 
showed an increase from March to 
April of about 9 per cent, notwith- 
standing that on account of the early 
date of Easter this year most of the 
Easter buying came in March, the 
Federal Reserve Board reported May 
9 in its preliminary report on retail 
trade for the month. 

In view of the pessimistic reports on 
business made officially of recent 
months, the current announcement was 
exceedingly cheerful to officials. 

“The board’s index, which makes al- 
lowance for seasonal changes—includ- 
ing changes in the date of Easter— 
was 105 for April, compared with 97 
for March and 98 in February. 

“In comparison with a year ago the 
aggregate value of sales in April of 


this year, according to preliminary fig- 
ures, was 9 per cent smaller. After 
allowance is made for the effect on 
sales of the shifting date of Easter, 
the decline from a year ago approxi- 
mated 2 per cent in April, compared 
with 10 per cent in March. 


Week’s Public Works 
Jobs Total $27,904,799 


Contract awards for public and semi- 
public construction in thirty-two States 
and District of Columbia for the week 
ended May 9, totaled $27,904,799, ac- 
cording to reports to the President’s 
Emergency Committee for employ- 
ment, made public May 11 by Fred 
C. Croxton, vice-chairman. 

Awards during the week covered 167 
projects, it was said, and brought the 
total of contracts entered into since 
December 1 last to $1,404,114,652. 
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CHICAGO 


(Chicago office of HARDWARE AGE) 


Cuicaco, May 19. 


ECENT rains have done much 
R to put life into the lawn mower 

trade. It had been lagging. The 
moisture was needed. Before it came 
the dry weather and fairly high tem- 
peratures had generated a heavy de- 
mand for garden hose, couplings, 
sprinklers, nozzles, reels, etc. Because 
of the drought during the fall and 
winter, retail stocks of these items were 
rather low at the beginning of the 
present season. A good deal more rain 
is required to put the soil in good pro- 
ductive condition, and the demand for 
watering equipment is expected to con- 
tinue indefinitely. People are putting 
more than the usual care on gardens 
this year. The crop of home-grown 
vegetables, both in town and country, 
seems likely to be large. This is re- 
flected in the healthy movement of steel 
goods. 


SPORT GOODS ACTIVE 


Golfers are buying equipment and 
the hardware merchants are selling a 
big share of it. The miniature golf 
craze of last year educated many new 
players who are now out on the out- 
door courses, often with complete sets 
of playing tools. More are in the 
market, judging by the lively demand 
shown by the volume of dealers’ orders. 
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Much Needed Rain Helps 
Sale on Seasonal Goods 


Tennis and croquet continue to show 
increased popularity. With the open- 
ing of the trout season, May 1, fishing 
tackle came into active demand; in- 
deed, the movement of tackle ever since 
February has been unusually good. 
Baseball supplies are selling freely. 

Milk-can manufacturers are holding 
prices firmly. Some of the jobbers are 
running short of carried-over cans 
bought at last season’s low prices. 
Advanced wholesale prices are now 
being put into effect throughout the 
trade. The weather, prevalently cool, 
has been bringing in late orders for 
chick brooders. Demand for such 
brooders is likely to continue good. 
Many producers see the prospect of a 
chicken and egg shortage next fall and 
are running late hatchings. For a 
time the active movement of poultry 
equipment had received a backset, now 
seen to be only temporary. 


BOLTS MAY ADVANCE 


Prices on carriage and machine 
bolts quoted to jobbers by all leading 
makers have remained firm since last 
fall, but current sales by many whole- 
salers are at prices so close to cost 
that little or no possibility of profit 
is discernible. Unless mill prices 
come down, it seems that jobbing prices 
must trend upward. Early in May, 
ingot copper touched the 37-year-old 


record and, as usual, sellers of copper 
sheets and copper wire have followed 
the reduced market closely. Sales of 
poultry netting have kept up to the 
best average years; there is some talk 
that netting this year is being used in 
many places as a substitute for light 
farm and lawn fencing. 


CUTLERY SALES GOOD 


Jobbers are pressing for sales of 
household cutlery and dealers are re- 
sponding with considerable enthusiasm. 
Paring knives and slicers, especially, 
are active. The trade this season is 
running largely to stainless steel. 
Plenty of bargains are available, both 
to the dealer and the housewife. Price- 
marked items, as usual, are selling best. 
Wholesalers and manufacturers are 
furnishing the trade with ample ad- 
vertising helps. Throughout the rest 
of May and the whole of June the call 
for such cutlery is expected to be good. 


Lead Oxides Decline 
Effective on May 11 


The Eagle-Picher Lead Co., 4401 S. 
Western Blvd., Chicago, announced new 
low prices on dry lead oxides in bar- 
rels. The new prices effective May 11, 
1931, are as follows: litharge, 614 
cents per lb; red lead, 714 cents per 
lb., and orange mineral “AAA,” 914 
cents per lb. These prices are, of 
course, subject to customary advance 
differentials. 
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PITTSBURGH 


Weather Curtails Spring Trade 


(Pittsburgh office of HARDWARE AGE) 
PittspurGH, May 19. 


HE hardware trade in this dis- 
: trict has become less active in 
the last week and is considered 
dull by a number of jobbers. Weather 
conditions have not been favorable to 
the movement of seasonable items, and 
staple lines continue quiet. A few 
orders for screen doors and windows 
are being placed by retailers, but this 
movement, which might be expected to 
be fairly good by this time of the year, 
seems to be very tardy. However, 
fencing is doing fairly well, and ship- 
ments of barbed wire in the last week 
or two have suddenly shown consider- 
able improvement. Apparently, un- 
favorable weather for planting has 
given farmers more opportunity for 
putting up fences, and barbed wire 
can naturally be expected to sell bet- 
ter than the most expensive forms of 
wire fence when times are dull. 


GARDEN GOODS ACTIVE 


Small orders for fertilizer are still 
coming to jobbers, with the smaller 
size of packages for lawn and garden 
use predominating. Generally speak- 
ing, total volume of fertilizer sales 
this year has been very satisfactory. 
Garden and lawn tools are only moder- 
ately active and are falling under 
seasonal expectations. Roller skates 
and sporting goods are also rather 
dull, and many retailers are heavily 
stocked with skates which ordinarily 
move best while school is still in ses- 
sion. 

Builders’ hardware is one of the 
dullest lines in the business and, judg- 
ing by small building activity in the 
district is not likely to improve this 
year. There is some demand for auto- 
matic garage doors and garage hard- 
ware, but even this line is considerably 
under normal. Paint sales have fallen 
off and varnish is less active now that 
house cleaning and moving season are 
at an end. 


SMALL PRICE CHANGES 


Numerous small price revisions are 
being made from week to week, but 
not many important changes have been 
reported recently. Radio batteries are 
lower, with the leading numbers quoted 
as follows: No. 485, $1.82 each; No. 
486, $2.51 each; No. 772, $1.54 each, 
and No. 770, $2.28 each. The other 
numbers have been correspondingly re- 
duced. Nail prices are holding at 
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$2.10 per keg, and discounts on bolts 
and nuts are being maintained in this 
territory. No changes have been made 
in prices on painting materials. 
Industrial conditions are still gen- 
erally unfavorable, but the downward 
trend in steel operations seems to have 
been checked, with ingot output in the 
Pittsburgh district estimated at 45 per 
cent of capacity for the second consecu- 
tive week. Demand from the automo- 
bile industry has held up better this 
month than expected, and orders for 





line pipe, structural steel and rein- 
forcing bars are aiding considerably 
in maintaining output. Steel prices are 
generally soft, but first quarter earn- 
ings reports recently made public have 
convinced manufacturers that prices 
must be stabilized if serious losses are 
to be avoided. 


COLLECTIONS SLOW 


Collections showed some improve- 
ment about a month ago, but have 
again become rather slow, and many 
small retailers in western Pennsyl- 
vania towns are in rather difficult 
financial straits. Jobbers are forced 
carry some customers who ordinarily 
discounted their bills at the earliest 
opportunity. 





ATLANTA 


(Atlanta office of HARDWARE AGE) 

AtiantTa, Ga., May 19. 
DVERSE weather conditions dur- 
A ing the past few weeks have in- 
fluenced the seasonal hardware 
demand in the Atlanta trade territory. 
Cool temperatures and heavy rains re- 
tarded business progress, but with this 
handicap hardware sales have main- 
tained a fair volume and so far dur- 
ing May are about on a par with the 

same period of a year ago. 

The immediate outlook for business 
continues to indicate an optimistic 
temperament, although the spring peak 
for a number of important items is 
now passed and business will soon be 
expected to show some recession into 
the usually dull summer months. 

Local hardware jobbing houses re- 
port an active demand at this time for 
such items as grain cradles, hoes, rakes, 
shovels, refrigerators, ice cream freez- 
ers, and summer goods in general. 
The future order lists register a fair 
volume in bale ties, ammunition, plows, 
plow goods, stoves, stove pipe and other 
fall and winter goods. 


FEW PRICE CHANGES 


The past two weeks have found job- 
bers busy with inventory work and 
very little attention has been given to 
price changes. Consideration should 
be given at this time, however, to the 
present low price levels, which leaves 
little possibility of immediate price 
changes on important items. The more 
important hardware products have now 
been adjusted to some extent to lower 
raw materal quotations, and hardware 
jobbers are of the opinion that hard- 
ware prices this summer will be fairly 
well maintained. 


Sales on Par 


With Last Year 


Unfavorable weather in this imme- 
diate section has deferred to some ex- 
tent progress in building and industrial 
activity, and especially in highway con- 
struction. Many important projects on 
vital highways throughout the State have 
been included in recent paving awards, 
and activity in this connection will play 
an important part in business and em- 
ployment progress. 

Bulding contracts awarded in Georgia 
during March are reported as showing 
a gain of 0.1 per cent over the total 
figure for the same month of last year; 
however, total contracts awarded in the 
state during the first quarter of this 
year show a loss of 33.9 per cent when 
compared with the total for the same 
period of last year. 


BUSINESS FAILURES 


Indicating that the foundation of busi- 
ness in this district is sounder, a recent 
report of the Federal Reserve Bank of 
Atlanta shows that in the Sixth Dis- 
trict there were 174 business failures 
in March as against 183 in February 
and 204 in March last year. The 
monthly report by the Bureau of Busi- 
ness Research of the University of 
Georgia shows for the first three 
months of 1931 there were in Georgia 
179 business failures, while during the 
same period of last year there were 
113 concerns that failed. 

Little change is evident in the credit 
and collection situation of hardware 
jobbers. Collections have shown no 
improvement during the past few weeks 
and the general outlook remains un- 
certain. 


CROP CONDITIONS 


Weather conditions have been un- 
favorable to farming progress through- 
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out this territory. Cool and rainy 
weather for the past several weeks 
over the greater portion of the coun- 
try has produced a rather slow develop- 
ment in practically all crops. Replant- 
ing will be necessary in many sections, 
and where seeds are up, stands are re- 


ported as being very bad. Recent 
heavy rains in some parts, if not very 
harmful, were not needed and will 
interrupt farm work for some time. 
Cotton is suffering most at this time 
from cool weather. Corn is being cul- 
tivated in the central and southern 





CINCINNATI ecco 


(Cincinnati office of HARDWARE AGE) 
Cincinnati, May 19. 


HILE district hardware job- 
bers are getting their share of 
business, the demand is gen- 
erally unsatisfactory. All lines of mer- 
chandise are sluggish and _ business 
volume reflects the general lack of 
purchasing power in the public. 
Retailers are holding their stocks to 
a minimum; first, because of the slow- 
ness of consumption, and second, be- 
cause they cannot afford to be too 
optimistic in their orders. The number 
of orders received are fairly large, but 
the quantity of merchandise ordered 
is very small. So, while local jobbers 
are required to spend as much money 
to handle the present business volume 
as in former periods of big demand, 
the corresponding profits on the pres- 
ent business is necessarily small. In 
fact, with the whole price structure 
weakened by the buyers’ apathy and 
change in prices sometimes resulting, 
jobbers are in a position to take a 
forced loss of goods stocked at old 
prices. This is particularly true on 
axes, hammers, nails, and wire goods, 
prices on which have been previously 
reduced. Here, jobbers who were carry- 
ing stocks in these lines are being 


TWIN CITIE 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, May 19. 
HERE has been much specula- 
tion as to when business would 
definitely show an upward trend 
and trade in all lines show an in- 
crease. Instances here and _ there 
would seem to indicate that the time 
has arrived, and then again others 
show a pessimistic attitude. However, 
business is on the gain in the North- 
west tributary to the Twin Cities, and 
this is not only in one line, but in 
many. ‘True, the gain is not large, 
but shows a tendency to steadiness and 
sure progress, although the improve- 
ment from week to week is small. 
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forced to take losses on sales of this 
line of goods. 


ALL LINES THE SAME 


No particular items are attracting 
attention. Seasonal goods are not mov- 
ing at the customary rate for this time 
of the year. Of course, there has been 
a slight increase in sales on spring 
and early summer articles, but not as 
great as in previous years. Staple 
articles, too, are slower, but they have 
been moving at a conservatively steady 
pace. 

Except for amusement enterprises 
and some service businesses, the other 
local markets reflect the same picture 
as the hardware market. Amusement 
houses continue to do a very good busi- 
ness, according to reports. 


MACHINE TOOLS QUIET 


The local machine tool market is a 
trifle more quiet than a month ago. 
Demand for machine tools generally 
has tapered, and interest by way of 
inquiry has followed the downward 
curve. Some local factories have re- 
duced operations further, and in some 
instances manufacturers are contem- 
plating closing down entirely. Others 
have received sufficient orders during 





Business Shows 
Some Gains 


APRIL WAS GOOD 


In some lines the month of April 
proved to be the outstanding month of 
the year to date, equalling any month 
of last year and ranking high in the 
records for sales. Even with the price 
of butterfat low, in the dairying com- 
munities business has shown an up- 
ward trend. 

Some of the “hold-over” crops are 
being marketed, and prices in some 
lines are improved. For instance, po- 
tatoes, which last fall were selling for 
as low as sixty-five cents a hundred 
pounds, are being sold for as high 
as $2.00 a hundred pounds this spring. 
As sections of this area are the largest 


division, but has made slow growth. 
Prospects for the season’s white potato 
crop are good, although the setting out 
of sweet potato slips is making slow 
progress. 

Peanuts, sugar cane and melons are 
doing fairly well. 


the short spurt of about a month ago 
to sustain operations for the next few 
months at present rates. 

Pig iron and scrap metal are re- 
flecting the usual seasonal recession 
as warmer weather approaches. This 
year, however, this downward trend is 
more noticeable, since business has not 
been at a good rate during the pre- 
ceding months. Consumers of pig iron 
are taking material only as the need 
arises, and then only in small quanti- 
ties. Scrap material is being retarded 
by refusal of mills in some instances 
to take shipments and the reluctance 
of consumers to make new commit- 
ments. 

Finished sheets, however, have been 
moving at a little better than 50 per 
cent of capacity. Production has been 
sustained at a rate in keeping with 
demand. 


BUILDING SLIGHTLY BETTER 


Real estate and building are enjoy- 
ing a slight seasonal uptrend, but busi- 
ness is not up to the level of previous 
high years. A large amount of the 
activity is being noticed in homes, 
where real estate promoters have been 
urging purchases because of reputed 
bargain prices. 

The employment situation has not 
changed materially. Here and there 
industries are showing increases in em- 
ployment, but these are being offset by 
decreases in other lines. 


producers in the United States of 
potatoes for seed for use in many of 
the Southern States, it may be seen 
that this is a.boost toward better times 
for a section of this area. 

With the recent rains and the start 
of warmer weather, the pastures have 
rapidly improved, and this, through 
the increase of milk production, will 
improve sales in dairy equipment. The 
high spot of the year in sales in this 
line is in the near future, and dealers 
are filling their stocks accordingly. 


GARDEN GOODS SELLING 


Demand for lawn mowers, rollers 
and other tools for the care of lawns 
and gardens shows the usual seasonal 
improvement. Tools for care of shrub- 
bery and plants are moving better, too, 
with the heavy part of the growing 
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season upon us. The clean-up and 
paint-up campaign also had a very good 
effect on the sale of tools and ma- 
terials. Paints have begun to sell more 
freely, and painters and decorators are 
finding the regular spring increase in 
their lines has well begun. 


FISHING SEASON STARTS 


The fishing season for certain kinds 
of fish opened in Minnesota on May 
15. The fishing tackle departments of 
hardware stores have been fairly busy 


BOSTON 


(Boston office of HARDWARE AGE) 


Boston, May 19. 


OTH retailers and wholesalers 
B report business as not as active 

the past week as heretofore, due 
entirely to weather conditions. Much 
of that period was cloudy or wet and 
exceptionally cold for May. Rains 
were so excessive and temperatures so 
low at times, it is believed many crops 
previously planted have rotted and 
will have to be replanted. Public in- 
terest shifted from outdoor work to 
snug warm homes, and many furnaces 
that had been put out for the season 
were relit, while storm windows re- 
moved for the summer were hastily re- 
stored. 


GOODS MOVING, HOWEVER 


It is not inferred that hardware 
wholesale houses did nothing. On the 
contrary, they shipped out a sizable 
number of lawn mowers, much rubber 
hose, a grist of garden tools, some fenc- 
ing, flower boxes, stepladders and other 
goods needed by the housewife about 
the house, such as galvanized and 
wooden pails, wringers, wash tubs, etc. 

Insecticides, as well as the many 
and varied pest exterminators, have 
sold very well this month. It is au- 
thoritatively reported that the crop of 
woodchucks this year is excessive, and 
now that it is unlawful to use, certain 
types of steel traps particularly 
adapted to kill these destructive ani- 
mals in Massachusetts, hardware re- 
tailers in that State should build up a 
nice spring and summer business in 
other things to exterminate the pests. 

A few screens and screen doors are 
moving out of wholesale stocks, but a 
protracted spell of seasonable weather 
is needed to speed up sales. 


MANY PRICE CHANGES 


Each day brings new prices from 
manufacturers. In a large majority 
of cases, however, the changes concern 
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with shoppers and buyers. Dealers 
are finding that their stocks are in 
many items becoming depleted, and re- 
orders are necessary. 

With the coming of warmer weather 
the fly season has caused many house- 
holders to hasten with the work of re- 
moving storm sash and _ installing 
screens. Demand for screen wire and 
screen doors and windows has shown 
a decided upturn, with the use of 
bronze wire cloth growing. Exodus 
to lake homes, for the summer, is well 
under way, and this has improved the 





Business Less Active 


Than Last Week 


one or two items, and are therefore 
not considered important by whole- 
sale houses. The general trend of 
values is still downward. Possibly 
one of the most important recent 
changes is a downward revision in shot 
prices, B and larger sizes now being 
$2 a bag, Boy Scout $3.60 a case and 
air rifle shot $3.20 a case. After being 
dropped, twine prices have been 
marked up again, consequently the 
net change as compared with a month 
ago does not amount to much. 

Sentiment among retailers still is 
that hardware values must necessarily 
be further reduced, and that is one 
reason why their buying of merchan- 
dise is on a_hand-to-mouth basis. 
Manufacturers, on the other hand, point 
out they already have made sizable 
reductions in prices, and that the cost 
of raw materials has not become 
stabilized. 


INDUSTRIAL CONDITIONS 


Industrial conditions in New En- 
gland are not as encouraging as they 
were a short time ago, despite the fact 
that there is less unemployment. While 
it is true the shoe manufacturing busi- 
ness is picking up, the cotton textile 
industry is slipping and the woolen 
textile industry is still floundering 
around, getting no place in particular. 





sale of many items incident to fitting 
up the cottages. 


COLLECTIONS SPOTTY 


The general opinion seems to be that 
conditions are improving to some ex- 
tent, a gradual improvement which 
should bring much better business be- 
fore the end of the year. Collections 
are somewhat better, although some- 
what “spotty”; some districts showing 
more improvement than others. Prices 
show no changes this week from those 
reported previously. 


Other industries like the textile ma- 
chinery, electric goods, foundries, radio, 
paper, lumber, brick and many others 
all say conditions are becoming worse 
rather than better, and their assertions 
are substantiated by further reduc- 
tions in wages of employees or by en- 
forced weekly, fortnightly and monthly 
vacations without pay. 

It is admitted, however, that indica- 
tions are that better times lie only a 
short period ahead of us. No great 
uprush in business is anticipated, but 
it is intimated that things will be better 
in many lines before fall. 


BUILDING OUTLOOK 


One of the best authorities says that 
it believes that construction probably 
will be one of the first major industries 
to recover from the depression. New 
England April building permits were 
26.6 per cent greater than for March, 
this year, but 29.9 per cent less than 
for April, last year, and for the four 
months ended with April were 33.8 per 
cent less than for the corresponding 
period last year. 

While this authority is optimistic re- 
garding construction in this country, 
it is possible that building in New 
England will be slower in recovering 
than in other sections of the country, 
primarily because banks are holding 
much real estate paper today for which 
there is no market, consequently they 
are not anxious to make fresh loans 
on construction. 





NEw Yor 


New York City, May 19. 
OLD, rainy weather the first part 
of May has retarded the none 
too active movement of strictly 
spring lines. A few warm spots here 
and there stimulated trade, but the net 
result shows the first half of the month 
averaging at least 30 per cent behind 
the same period of 1929, as far as local 
wholesalers are concerned. There are 


W eather Conditions 
Retard Business 


a few exceptions to this, as one or 
two factors have been able to main- 
tain their volume in spite of the 
weather and the lower level of prices 
in force at this time. The estimate 
given refers, of course, to dollars and 
cents decline and doesn’t give an ac- 
curate picture. It is believed that in 
tonnage business for this territory 
average about 15% behind last year. 
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LAWN MOWERS ACTIVE 


-The outstanding items selling at the 
present time are lawn mowers, steel 
goods and poultry netting. Lawn 
mower volume for 1931 compares 
favorably with 1928, which was an ex- 
cellent mower year. In most cases the 
suburban trade is buying more than 
the stores located in the city districts. 
Reports from Long Island and north- 
ern Jersey are fairly encouraging, but 
in no case are individual orders calling 
for very much merchandise. Retail 
stocks are apparently running abnor- 


mally light, which prompts the belief 
that a protracted warm spell would 
give local wholesalers more substantial 
business. 


FEW PRICE CHANGES 


Although predictions locally are that 
several nfore price declines are to be 
expected, there is relatively little price 
cutting activity, and certainly not as 
much as would be imagined from the 
gossip heard on the subject. Jobbers 
report a sliding decline of from 21%4 
to 20 per cent on Germantown hatchets 
and hammers. 


EMPLOYMENT AND WAGES 


Official figures indicate that factory 
employment for the State at large 
dropped 0.9 per cent and that factory 
payrolls decreased 2.7 per cent. New 
York City’s figures show larger de- 
clines than the State average in most 
industrial fields. Public works con- 
tracts let out during the past ten days 
equal nearly four million dollars for 
the State at large. April reports on 
department store sales volume show a 
decline of 8 per cent for New York 
City, whereas all other major cities 
except Boston show a high decrease. 





NUMBER OF RADIO SETS IN 
AMERICAN HOMES BEING RE- 
PORTED BY CENSUS BUREAU 


Based on the 1930 census, the num- 
ber of radio sets in use in each State 
and county in the United States on 
April 1, 1930, is being reported by the 
Bureau of the Census. Figures re- 
leased up to April 30 are presented 
in the following table: 


Per cent of families 


State having radio sets 
Connecticut =. ........:. 54.9 
District of Columbia..... . 53.9 
WIM, 2 ose knw Ue Si] 
En Se pea 48.6 
INWENO) oon ees 45.8 
WRI iss en soe 44.6 
New Hampshire ......... 44,4 

UMM cg hfs SY) 41. 
North Dakota ........... 40.8 
PREM SE i oe ita 62 39.2 
ee 38.8 
Ce a 37.8 
Pern ee sas oc . 30.6 
West Virginia ........... 23.4 
Lol a a ae 18.1 


Miscellaneous spring time merchandise 
is very salable at the present time. 
James & Hawkins, Inc., Jamaica, N. Y., 
usually concentrate on one line of 
goods in window displays but occa- 
sionally use a more general display 
such as this. Every item has an avail- 
able price card and merchandise is ar- 
ranged so that the display builds up 
to the eye leve. 
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WTI 6 cdo soe es 15:5 
New Mexico ............ WS 
I eee 9.9 
Met ee 9.5 
Po og a 9.2 


Other States will be reported as the 
figures are tabulated and releases are 
available from the Bureau of the 
Census as issued. 


Electric Output Decline 
Only 2.4 Per Cent for Week 


Showing a decrease of only 2.4 per 
cent from the corresponding week of 
1930, the production of electricity by 
the electric light and power industry 
the week ended May 9 is reported by 
the statistical research department of 
the National Electric Light Associa- 
tion at $1,599,939,000 kilowatt hours. 

A decrease of slightly more than 1 
per cent from the preceding week of 
the present year is regarded as some- 
thing less than seasonal. Weather 
conditions along the Eastern seaboard 
are believed to have had the effect 
of stimulating electric consumption. 





The Atlantic seaboard shows an in- 
crease of 2.7 per cent in electrical out- 
put above last year. The great central 
industrial region, outlined by Buffalo, 
Pittsburgh, Cincinnati, St. Louis and 
Milwaukee, shows practically no 
change and registers, as a whole, a 
decrease of 6.4 per cent below last 
year. The Pacific Coast shows an in- 
crease of 6 per cent. 


1930 Radio Accessories Sales 


Speakers, excluding those al- 
ready in receivers, sold during 
1930 were valued at $3,500,000, 
while those sold during the pre- 
ceding year were valued at $16,- 
000,000. “A,” “B” and “C” dry 
batteries sold during 1930 were 
valued at $21,514,000, as against 
$30,530,000, while other accesso- 
ries had a value of $6,700,000, as 
against $9,600,000. Parts sold at 


retail to other than manufacturers 
were estimated at a value of $6,- 
000,000, as against $7,500,000. 
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“Yankee” Line Now 
Chromium Plated 


This display of chro- 
mium plated “Yankee” 
tools, made by North 
Bros. Mfg. Co., Phila- 
delphia, Pa., takes a 
space of only 944 x 12 
in. Display tray con- 
tains two No. 30-A 
spiral screw drivers, two 
No. 41 automatic push 
drills, two No. 10 ratchet 
drivers with 4-in. blades 

and two No. 15 ratchet 
drivers with 3-in. blade, having thumb-turn on blade. Sug- 
gested retail selling prices are No. 30A, $3.00; No. 41, $2.60; 
No. 10, 85c., and No. 15, 75c. Unit sells to dealers generally 
at a price under ten dollars. The tools packed in this tray 
are leaders in the “Yankee” line. All parts of “Yankee” 
tools previously nickel plated are now chromium plated, in 
addition to the nickel plating, thereby giving a more lustrous 
and durable finish. Display is furnished to dealer in a carton, 
full weght of which is 5 Ib. 9 oz. 








Universal 
Bench Anvil 

The Universal bench anvil, 
made by The Cincinnati Tool 
Co., Cincinnati, Ohio, com- 
bines the solid base of an 
anvil, on a bench, at a con- 
venient height. Threaded 
holes permit anchoring to the 
bench, and there is nothing 
to open or close in using the 
bench anvil. There are round 
holes for punching, a slot for 
bending flats, a hole for bending rounds, with one edge 
chamfered and a square hole for anvil tools. There are three 
sizes: No. 24 is 24 x 4% x 7 in., No. 25 is 24% x 6 x 9 in., 
and No. 26 is 3 x 8 x 12 in. Respective weights are 12, 
21 and 46 lb. List prices are: No. 24, $5.00; No. 25, $7.00, 
and No. 26, $11.00. Holes in anvil face and anvil side vary 
according to size and weight of bench anvil. 








Nesco Bak-O-Grill 
Rangette 


The Nesco Bak-O- Grill 
Rangette as offered by National 
Enameling & Stamping Co., Inc., 
270 N. 12th St., Milwaukee, 
Wis., consists of an oven, de- 
tachable stand and two burner 
Bak-O-Grill. Bak-O-Grill oper- 
ates from wall-outlet. Wattage 
is up to 1500, of which 1200 
watts can be divided between 
the two surface units or be- 
tween grill and one surface 
unit. Oven drawer bakes with 
stored heat. Stove may be used 
for grilling, baking, roasting, 
etc. Oven is insulated with 
¥)-in. aircell asbestos and is provided with five stép rack 
slides. Oven is furnished in black japan, with chromium 
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plated door panel and dial thermometer. Pre-heating speed 
is said to be equal to gas, 550 deg. in 12 min. Oven may 
be placed over the surface units or over any unit of equal 
wattage. Oven has dial thermometer. The three parts of the 
combination may be bought separately or as a complete unit- 





Caf-Nipl 
et — > The Caf-Nipl is for 
teaching calves to 
drink. It is constructed 
of pure rubber with 
solid wooden handle. 
With this device the 
farmer may teach a 
calf to drink, without 
danger of injury, due 
. to chewing and biting 
of fingers. Nolher-Nip 
Corp., Minneapolis, 
Minn., makes this 
product, which is supplied on attractive cards of six. Dealer 
cost is $2.40 per card. List price is 60c. each. 











Essex Bridge 
Coaster Sets 

These bridge 
coasters are offered 
in sets of nine and 
five pieces respec- 
tively. Each set has 
one large coaster, as 
illustrated here, and 
four or eight smaller 
coasters with a single 
card suit sign in the 
center in its usual 
color, red or black. 
Balance of coaster is 
green. Essex Rubber Co., Trenton, N. J., makes these sets 
listing at $1.50 for the nine piece set and $1.00 for the 
smaller sets. Dealer discount is 40 per cent. These sets are 
offered as suggestions for bridge party prizes or as part of 
the card playing equipment used in the home. 








Ware SB Pentode 
Super-Heterodyne 


This Ware Bantam 
model _ seven-tube 
screen grid  super- 
heterodyne radio set 
incorporates an aux- 
iliary antenna post 
permitting local recep- 
tion without the use of 
an antenna. Set has 
tone control, electro- 
dynamic speaker, one 
pentode tube and the 
same automatic bias 
superpower detector 
used in the large models. Ware Mfg. Corp., Trenton, N. J., 
makes this set. The Ware consolette is a 7-tube, screen grid 
super-heterodyne, with pentode tube, in an attractive walnut 
and maple consolette. It is equipped with tone control and 
matched dynamic speaker. The Ware Low Boy is a 9-tube, 
screen grid super-heterodyne model with attractive two-tone 
walnut and maple cabinet. 
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DON’T DELAY Plan for 
Christmas Sales today 











ked in a hand gift box. Your name and 


address etched on the blade. 





Each knife fy 













HRISTMAS is coming. It may seem a long 


m yo 
way off, but looking ahead is what pays. \ silly 


Let this light your way, 
To our store today-- 


as 





The right kind of gift judiciously distributed = 2. A Christmas Greeting awaits you. 
a ti Z = We've a gift for you there-- 
among good customers will bring a fat return . < With Pah icatied 
MWY Boe 
/ a Come without delay--please do. 







on the investment. 

Last year thousands of progressive hardware 
merchants found that Remington Kleanblade 
Paring Knives, with their names etched on the 
blades, were the most profitable gifts they ever 
distributed. The Remington Paring Knife A printed card like this for mailing comes with every knife. 
deal includes cards to send to your important Pet aia acai elaticanion 
customers among the housewives inviting them want lots of things at Christmas time. They’re 


JONES HARDWARE COMPANY 
SMITHVILLE, ARK. 








to come to your store and receive one of these in the buying mood and once they’re in your 


handsome bakelite handled paring knives. store this handsome gift starts the buying 
Such an invitation is not refused. The house- where it will do you the most good. 
wives come in flocks and when they see these Ask your jobber’s salesman about this sales- 


knives they want more of the same kind. They building deal. 


President 


REMINGTON ARMS COMPANY, Ince. 
Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, DIgby 4-2300 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
@ 1931 R. A. Co. 


The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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Y ARMSTRONG BROS.” 
it’s a Better Pipe Cutter 


or a Better Cutter Wheel 


ARMSTRONG BROS. make “Barnes Type” 
and “Saunders Type” Pipe Cutters, but they 
make them in the Arm-and-Hammer way 
with: Bodies of Certified Malleable Iron, 
Hardened Tool Steel Pins and Rollers, with 
hardened steel blocks embedded in the 
swinging arms for the thrust rod to bear on. 


The ARMSTRONG BROS. Heavy Duty Pipe 
Cutter has, in all, 14 improved features. 
ARMSTRONG BROS. Knife Blade Cutter 
Wheels are thin, penetrating. They cut 
faster, easier. Made of special allov steal 
they hold their keen edge. 


These improved Pipe Cutters sell readily, in 
the face of the toughest competition. They 
are above price. They bear the Arm-and- 
Hammer Trade Mark—the recognized ma=r+ 
of the “Better Pipe Tools.” 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 






Write for Catalog B-27, 
176 pages of Quality Tools 








CONSTANT 
A selling ac- 
tivity to 
both house- 
holders and master 
painters has _ en- 
abled Dunn Bros., Daytona 
Beach, Fla., to develop 25,000 
worth of paint business every 
year. Between these two groups 
of customers the volume is about 
evenly divided. A plan which 
eliminates all dead stock in the 
paint department insured a profit 
on this $25,000 business, a point 
equally as important. 

Daytona Beach has a normal 
population of approximately 35,- 
000 during the summer and in 
the winter tourist season an equal 
number of extra part time resi- 
dents. One of the first impres- 
sions of the visitor is that Day- 
tona Beach is a well painted 
town. The houses, mostly white, 
look clean and freshly painted. 

Dunn Bros. have majored on one 
paint line for 27 years. A side 
line of varnish is carried as are 
a few extra specialties for which 
there has been a demand. There 
are 30 master painters on the 
books who are personally solic- 
ited every month. They also re- 
ceive a mail 
appeal every 
month. In 
January they 
they will re- 
ceive a new 
and com- 
plete color 
card on 
house paints. 
In February 


the same Paint Dept., 


Dunn Bros. Do $25,000 Yearly 
in Paint, at Daytona Beach 





Daytona Beach, Florida 





Dunn Bros., Daytona Beach, Florida 






thing on enamels 
and perhaps in 
March a_ sample 
can of some new 
color or some new 
.paint. Whenever 
Dunn Bros. add a color or a 
kind of paint, each painter re- 
ceives a quart complimentary 
with a price list and any perti- 
nent literature on the subject. 
This sample is always dis- 
tributed during a personal call 
so that any questions which may 
arise in the painter’s mind may 
be satisfactorily answered. 

The household trade is at- 
tracted by newspaper advertis- 
ing, color cards mailed two or 
three times a year and by fre- 
quent paint window displays. 
At the opening of the tourist sea- 
son Dunn Bros. advertise not 
paints for sale, but as headquar- 
ters for painting information. 
Because of the proximity to the 
sea water which has a chemical 
action on paints and on wood, 
this company recommends a cer- 
tain brand and kind of paint and 
offers to advise people on their 
painting problems. This ap- 
proach has been very efficient in 
bringing both old timers and new- 

comers to 
. the store for 

information. 

The majority 

of such visits 

result in 
paint pur- 
chases, but 
the same 
prompt and 
courteous at- 
tention is 
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given to all and the ultimate re- 
sult is good. 

An interesting though not par- 
ticularly beautiful part of the 
paint department is the “scrap 
table” where “close outs” are 
disposed of at the flat rate of 
$1.98 per gallon, regardless of 
cost, color or kind. Small size 
cans are pro-rated on the $1.98 
basis. This table was put into 
operation five years ago when 
Dunn Bros. found a few boarders 
in the paint department. It was 
particularly useful in disposing 
of other brands of paint ob- 
tained when the firm bought up a 
couple of store stocks from bank- 
rupt concerns in neighboring 
towns. The table has worked so 
well that now it is a regular fea- 
ture. Its annual sales average 
about $1,000, and it provides a 
mighty fine outlet for any dead 
paint stock. 

Careful records are kept on 
the movement of the stock in this 
department. Kinds and colors 
that do not move are placed on 
the scrap table. Occasionally 
a few cans of a cheap grade of 
white paint are bought special, 
to pep up the table sales, but gen- 
erally the table features goods 
that have not been active. The 
display plan for the scrap table 
is a compromise between good 
display practices and _ over- 
crowded display as the picture 
will show. Dunn Bros. wish it 
to look like a bargain or close- 
out table but don’t want it to be 
sloppy or to in any way spoil the 
otherwise orderly appearances 
of the entire store. 





Wooster Brush Issues 
Humorous Poster 


Wooster. Brush Co., Wooster, Ohio, has 
issued for dealers a comic strip type 
poster showing a man attempting to do a 
home paint job with an inferior paint 
brush. His solution of the problem is the 
purchase of a Wooster brush. The trade 
character Ted the Tester is shown in one 
corner of the poster. At the other side 
is an illustration of the trade-mark. 


MAY 21, 1931 


Solid Walnut 
Bricklayer’s 





New Low Prices 
on High Bridge 


LEVELS! 


ORMERLY High Bridge Levels 


could be sold only to the most ex- 


acting mechanic willing to pay a high 
price for a level he could absolutely 
trust. 


Today, increased production 
and the most modern equipment 
in the entire level industry 
enables us to’ offer the same 
high grade levels at prices 
that anyone can afford. 


The high quality of these 
levels, the new low prices 
and our generous dis- 
counts, will bring you 
more sales, larger 
profits and better 
satisfied customers. 


48” 


Level 


$2.60 


Net 






















12” 


Solid Mahogany 
Arch Top Level 


$3.00 


Doz. Net 


Send for Our 
New Illustrated 
Price List 


We have just issued a new 
illustrated price list showing 
the complete line of walnut, 
mahogany and _ California 
sugar pine levels — giving 
prices, .discounts and details 
of our dealer proposition. 
Send for your copy. 


Manufactured by 


Exact Lever & 
Toot Mec. Co. 


HIGH BRIDGE, N. J. 


Sole Distributors 


JorDAN Harpware Corp. 


14 W. 17th Street 


NEW YORK, N. Y. 
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High Quality 
Padlocks 


on the Market! 





Sold Exclusively 
Through Legitimate 
Hardware Jobbers 








MASTER LOCK CO. 


World’s Largest Exclusive 
Padlock Manufacturers 


Milwaukee, Wis., U. S. A. 























Biggest Selling | | 








A System for Keeping a Line on Chain and 
Mail Order Store Prices 






























































No. Article Our Old Price Sears Price Wards Price Our New Price 
Heddon | Vamp 1.00 .87 .87 -87 
1893 Pflueger Reel 4.95 4.35 4.35 4.35 
829 Plunk Oreno 274 Discon.* Discon.* 85 
543 Dart 87 ad ad 1.00 
550 South Bend Reel 4.95 4.95 4.95 4.95 
1200 “d e 17.85 17.85 17.85 17.85 
1000 = S Md 7.65 7.69 -— 7.69 
2800 Bilt Well .« 298 83 -- 83 
3300 ad vg 1 J 50 1.19 —_- 1.19 
1516 Tackle Box 5.65 5.65 -_— 5.65 
1521 * * 6.59 6.55 ° —- 6.55 
1416 ¥w S 4.79 4.79 --— 4.79 
108 Minnow Bucket 1.60 1.49 —_- 1.69 
333 DeLuxe Bait Set 10.75 9.79 -_- Discon. 
v4—43 Steel Rod 85 59 — 59 
vo . = 085 «63 268 63 
2 Crescent Bait Box 25 022 oo 22 
5&6 Shimmy Wiggler -80 87 87 87 
5&4 Oriental " -80 87 87 87 
nu Frog Wiggler +80 .87 87 87 


























*When competition discontinued handling these articles,prices. were raised. 


HE V. Tausche Hardware 
"Pe. La Crosse, Wis., has 

developed a simple system 
for keeping a line on prices 
which are being quoted by chain 
and mail order stores with a price 
record of the type illustrated. 
Having this information has en- 
abled the firm to adjust its sell- 
ing prices to meet those of com- 
petitors. Practically every item 
carried in stock is priced through 
this comparative method and it 
has been a decided asset in meet- 
ing competition on an equitable 
basis. 

Upon first thought it might 
seem that the method would re- 
sult in price reductions in most 
instances. However, in actual 
practice, as many advances as 
declines are made possible by 
the comparative process. On the 
sheet shown it will be noted that 
some of the competitive prices 
were higher than those of the 
store’s. On these items competi- 
tors had advanced prices over the 


previous year, so the firm raised 
its prices accordingly. On the 
last three items listed on this par- 
ticular sheet the firm’s old price 
was less than that of competitors 
and they were advanced to sell 
at the same figure. 

The retail prices being quoted 
by competitors are ascertained 
by going through mail order 
catalogs from cover to cover; 
watching newspaper advertise- 
ments; from window displays 
and by personal visits to com- 
petitive stores. 


A corporation selling nursery 
products, seeds, plants and other 
farmers’ supplies, has signed a stip- 
ulation with the Federal Trade Com- 
mission agreeing that it would cease 
advertising its paints as of fine grade, 
when such is not the fact, according 
to the Commission. The company 
also, it was stated, will stop labeling 
the containers in which its paint 
products are sold with purported an- 
alyses which do not accurately rep- 
resent the contents of the containers. 


HARDWARE AGE 

















Let the Customers Have Their Weigh 


by MARVIN SALLEE 


Oftentimes it is the seemingly 
insignificant service that appeals 
to the buying public and this fact 
is readily recognized through 
the efforts of the A. A. Doerr 
Mercantile Co., Larned, Kansas, 
when they provided a conven- 
iently located bathroom scale 
for their customers to ascertain 
their loss or gain in weight. The 
scale was placed in a conspicu- 
ous position within the store and 
readily attracted notice. 


Small Cost 


The cost of supplying this ser- 
vice was even less than nominal 
when it is taken into considera- 
tion that approximately five thou- 
sand customers use these minia- 
ture scales every year and the 
advertising feature alone soon 
repays for the expense of fur- 
nishing the scale. 


This form of advertising 
serves well as a silent salesman 
and is directly responsible for 
sales both to the regular and new 
customers. Downtown shoppers 
have been known to make spe- 
cial trips to secure their weight 
and in many instances invite 
their friends to accompany them 
on their mission. With some 
customers having their weigh is 
a daily routine and others take 
advantage of the service when- 
ever they are in the vicinity of 
the store, but in either instance 
the firm’s name is on the cus- 
tomer’s mind, and it is through 
this sales psychology that the 
merchant derives the benefit. 


Amusing incidents _ present 
themselves in the course of thou- 
sands of weighs. Many persons 
are joyous when they find that 
they have gained, whereas others 
regret the fact and are sullen be- 
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cause their strict diet has been a 
failure. Some evidence modesty 
because of their excessive weight 
but they are desirous of know- 
ing the true status of their avoir- 
dupois. A few imply that the 


scale 


made known, while a selected 


number try to secretly secure 


their weight when the clerks are 
not too attentive. All in all it is, 
indeed, interesting and gratify- 
ing, and regardless of the differ- 
ences in personalities a drawing 


is out of balance when > 
the facts of their weight are|* 








card of this type will attract ad- 
ditional shoppers to your store | 
and the favorable results are so | 
evident that there should be no 
hesitancy for every hardware| 
merchant to provide this service | 


to the trade. 


May Exceed Imports— 
Expect Both to Be Low | 


That the value of agricultural prod- | 
ucts exported from the United States 
during the twelve-month period ending | 
June 30, 1931, might exceed the value | 
of imports for the first time since 1926 | 
appears probable to experts of the | 
Department of Agriculture when fig-| 
ures made public May 11 covering the | 
nine months, July to March, pene ar 
exports of principal commodities valued | 
at $879,858,000, as against $868,605,- | 
000 imports. 

According to the officials of the De- 
partment, while it can be expected | 
that the value of the exports will re-| 
main above the value of the imports | 
during the remaining three months, | 
the value of both, however, will be the | 
lowest of recent years. 

The value of the imports for the 
nine months, July to March, of the} 
previous season, aggregated $1,449,239,- 
000, while exports totaled $1,312,279,- 
000. It was explained at the depart- 
ment that since 1926 the excess of im- 
ports has averaged $300,000,000, with 
the totals of both averaging around 
$200,000,000. 


| 
U. S. Farm Exports | 
| 








To your customers, 


‘the name STARRETT 


on a hacksaw blade 
means the same thing 
it does on a tool—the 
very finest value that 


you can offer. 


Write for information on 


Starrett Display Material, 


for extra copies of Starrett 


Catalog No. 25A. 


THE L. S. STARRETT CO. 


World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 


Athol, Mass.. U. Ss. A. 





Starrett 
Hacksaws 
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You ll save*in the long run 


ate fil}. mit 


PIRVATISN Rid 


PENNSYLVANIA Gardener: 
ee 
I won't work for price- 


cutting specialists!” 


“You see,” the old fellow explains, “I’ll help 
any self-respecting, independent lawn mower 
retailer who'll take the trouble to show that 
big, new mounted display of me in his window 
or store. 


“But I won’t work for price-cutters, because 
it’s dead against Company policies.” 


That’s correct, too. All PENNSYLVANIA 
dealers are independent merchants of the best 
type—substantial citizens who render a real 
service in their communities and who are en- 
titled to a fair profit in return. 


The new colorful Gardener display, Size 
29” x 42”, will help any PENNSYLVANIA 
dealer to identify his store with lawn mower 
quality. It is FREE and will be sent promptly 
on request. In writing, be sure to ask also 
for our 1931 package of “Dealer Helps” and 
please give your jobber’s name together with 
the names of any PENNSYLVANIA brands you 
carry. 


Pennsylvania Lawn Mower Works 
Primos, Delaware County, Pa. 


ENNSYLVANIA 


Quality 
LAWN MOWERS 
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Cross Word Puzzle Signatures 


There is a letter on my desk which I would like 
to answer. It is a neatly typed, well worded arti- 
cle. The writer wants some information which I 
would gladly give to him. However, the signature 
to that letter is just a jumbled mess of lines and 
meaningless curlicues. I can’t make it out. I have 
tried it on everyone from the office boy to the gen- 
eral manager. Nobody can decipher it. Mean- 
while, I presume the writer is vainly “cussing” the 
editor for not answering the correspondence. 

If ever I do get his name and address I am going 
to ask this favor of him: “Please Mr., whenever 
you write a letter have your stenographer type your 
name below the puzzle that you call a signature.” 
The sad part of it all is that he is only one of many. 
Some we can identify from their letterheads; others 
{rom past experience. The balance simply wonder 
why their inquiries get no response. 

Why it is that a perfectly efficient business man 
will dictate a clear, logical letter, and then in sign- 
ing it, turn it into a cross word puzzle, is one of the 
mysteries of business life. If those fellows can’t 
write their names legibly, why not do as I do: dic- 
tate the name along with theetter. Then they can 
make all the funny curlicues they want to without 


ruining the day for anyone else. And that’s that. 
L358. 





Sylvania SY-233 Pentode 
Power Amplifier Tubes 


The SY-233 is a new 2 volt power pen- 
tode tube developed to afford improve- 
ment in battery receiver performance. 
Sylvania Products Co., Emporium, Pa., 
the maker, states that sets employing the 
pentode tube, SY-233, will give perfor- 
mance comparable with that which may 
be obtained with the new series of tubes 
or with the standard AC tubes. Because 
of its high amplification factor, it will be 
possible to eliminate the first audio stage 
and operate drectly into the pentode, thus 
saving the filament and plate drains of 
the tube. As the plate impedance of this tube is very high, 
the load should be closely held to the recommended value. 
Suppressor grid is connected to one side of the filament and 
is located between the plate and screen. The “suppressor” is 
connected to the filament prong nearest the screen grid ter- 
minal. Suggested retail selling price of this tube is $2.75 
each. 


SYLUANIA 
SY - 233 








The hardware merchant must create new opportunitnes by selling. 
He cannot succeed merely by stealing business from competitors. 
Send your best salesman to do outside selling. In most cases that 
means the Boss himself. Take your employees into your confidence. 
Give them the facts about your business. Make them feel that they 
are partners in it. Get them interested and they will send you out 
to sell—Bob Russell, Holyoke, Mass., at Boston. 
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New Catalogs and 
- Dealers Helps 





Newton Folder Shows 
Invisible Door Closer 


C. H. Newton & Co., 247 Atlantic Ave- 
nue, Boston, Mass., has issued folder No. 
6 showing the appearance, operation and 
construction of the company’s invisible 
door closer. Diagrams show how the door 
closer may be used on metal doors and 
wooden doors. On the last page of the 
folder the device is illustrated. The sales 
points and advantages of the product are 
fully enumerated. Instructions as to how 
to order the door closers are included. 





Folder Describes Miller 
Duo-Purpose Fixtures 


Ivanhoe Division of the Miller Co., Mer- 
iden, Conn., has issued an_ illustrated 
folder describing the line of Duo-Purpose 
fixtures offered by the company. The pur- 
poses and uses of the Duo-Purpose fix- 
tures are shown, by illustrations of in- 
stallations and individual units. The inner 
pages show members of the fixture line 
offered by the organization. 





Standard Gas Equipment 
7 Star Sales Plan 


The Standard Gas Equipment Corp., 18 
East Forty-first Street, New York City, 
offers dealers the seven-star selling plan, 
conceived for use in the sale of 7 Star 
console and compact gas ranges. There 
are seven important selling features in the 
line: top cover and draft diverter, handy 
shelf and mixing board, large cupboard, 
cutlery drawer, insulated oven and heat 
control, oven racks that can’t fall out and 
drawer-type broilers. For use in the cam- 
paign there are offered a series of news- 
paper advertisements, an attractive win- 
dow display, a floor display card, sales 
manual, sales booklet, descriptive folders 
and attractive colored mailing inserts. The 
campaign is described and illustrated in 
an attractive campaign booklet titled “The 
7 Star Plan for Selling More Gas 
Ranges. 


Myers Sales Campaign 
Mailing Pieces’ Ads 

The F. E. Myers & Bro. Co., Ashland, 
Ohio, offer dealers a fine tie-up with its 
sales campaign from May 15 to June 15 
in the form of newspaper mats, mailing 
pieces, including booklets, blotters and 
broadsides. In connection with the cam- 
paign window display material featuring 
Myers products, demonstrator sets and va- 
rious forms of mail pieces for the con- 
sumer are offered to dealers. Broadsides 
and other mailing pieces describe and illus- 
trate pumping systems for the home, the 
golf course, farm yard, cottage, etc. Op- 
eration and construction features of the 
line are fully described in the campaign 
pieces. 
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Dazey Churns 


sold only through 


Jobbers -: Dealers 


The DAZEY has been the leading 
Churn for many years and has 
always been sold through legiti- 
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mate Jobbers and Dealers. En- f 
dorsed by Good Housekeeping i. 
Institute, State Agricultural Col- 4; 
leges, and Scientific Buttermakers Ath 


om 
ms 









everywhere. It is strictly a 
“Quality” Churn. Only the best 
materials are used and carefully 
assembled. Made in sizes to suit 
everyone’s requirements, from 2- 
quart to 10-gallon. The extension 
of electric power lines into rural 
districts has opened up a new field 
for DAZEY Electric Churns. 


Recommend DAZEY CHURNS 
for mixing PAINTS, LACQUERS 
and PASTE—A NEW FIELD! 


Dazey Sharpit—All purpose household Sharpener. Requires no 
skill. The original Sharpener of its type. Patented grinding 
wheels. Attractively finished in rust-proof electro plating. Fur- 
nished with removable, reversible clamp. 


Order from Yeur Jobber 


Dazey Churn & Manufacturing Company 
St. Louis 
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ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 
The commuter, the farmer, the house- 
wife, all who pass your windows judge 
ry you and your merchandise by your 
window displays. 
“Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 


Don’t neglect your best invitation to 
new and increased business. 
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Morse Tools 
build up respect 
for your 
store 


As a dealer in Morse Tools you 
gain for your store the added 
respect of the men who buy tools. 


Most of them know 











The Morse Line the name MORSE 
includes 

High SpeedandCarbon| *S® symbol of extra 
DRILLS high quality; and 
REAMERS 66 
aac those “who hheve 
TAPS AND DIES to be shown” will 
SCREW PLATES 
ARBORS soon agree that the 
CHUCKS 
countersores | MORSE dealer has 
MANDRELS the most to offer 
TAPER PINS : 
SOCKETS in real small tool 
SLEEVES 

economy. 





MORSE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 





How to Figure Turnover 


ET us presume that a merchant opens up a busi- 
ness with $5,000 invested in stock. His sales 
the first year total $30,000. What is his 


turnover? 


Many merchants when asked this question will 
reply at once: He has a six-time turnover, because 
5000 goes into 30,000 six times. However, that 
answer is not correct. It is figured on an absolutely 
wrong basis, because it is obtained by dividing the 
sales at retail by the amount of stock at cost price. 

Turnover cannot be accurately determined by 
dividing a merchant’s gross sales by his inventory. 
Gross sales represent the amount he gets for his 
merchandise when he sells at retail prices. On the 
other hand, his inventory shows what the goods cost 
him at wholesale. 

If you buy an article for $2 and sell it for $3, 
there has been but one turnover. It would be ab- 
surd to say that such a transaction represents a 
turnover of one and a half times. Yet the same 
conditions prevail when a merchant attempts to fig- 
ure turnover by dividing his inventory into his gross 
sales. The premise is wrong; therefore the results 
are incorrect. oe 

In determining turnover we must deal exclusively 
either with prices at cost or with prices at retail. 
The way to compute the rate of turnover then be- 
comes comparatively simple. 

Subtract the margin of profit (sometimes called 
gross profit) from the gross sales. Divide the re- 
sult of this subtraction by the average inventory— 
that is the average amount of stock carried through- 
out the year. 

In the case referred to, the gross sales for the 
year were $30,000. If the dealer’s margin is 30 
per ¢ent of his sales, it amounts to $9,000. Sub- 
tracting $9,000 from $30,000, we have $21,000 as 


| approximately the cost of the goods which were sold 


during the year for $30,000. Taking $5,000 in 
this case as the average cost of the stock, we divide 
$21,000 by $5,000, and find the turnover to be only 
a little more than four times, instead of six times. 
However, the proper method is not everything. 
In the above example $21,000 is the approximate 
cost of the goods sold during the entire year, but 
the $5,000 is the cost of the stock at one time only. 
It is not the average cost, and in order to get the 
turnover figure as accurate as possible, the dealer 
must know approximately the average cost of his 
stock during the year. This is generally obtained 
by taking the inventory of stock, which usually 
represents the stock at its lowest ebb, adding to it 
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Put Turnover and Profit in Your 








- SOFT GAL'V * BRASS STEELs RG 


Wire Sales ..... ae 
se % 1B. COILS N 


Our Banner Wire Assortment is a real profit maker for 
Dealers. This attractive Rack displays the best selling 
sizes of Soft Copper, Soft Galvanized, Soft Brass and 
Spring Steel Wire in handy 4 lb. coils. Customers can 
SEE the kind, size, length, and price of wire at a glance. 
Saves time—no cutting. Saves money—no waste. In- 
creases profits—instead of buying only a few feet, cus- 
tomers are glad to take these popular-length coils. 


SHIPPED DIRECT TO DEALERS — We Pay Freight 





Complete Assortment Retails for................ $20.10 
IN <b c iduiwa-w dS en bd aed eae Kade eskns 14.35 
Re I os sek Saeed sehewecpcceseyes meee 


Refills make it even more profitable. Assortment and 
Rack shipped Knocked Down in Carton. Order NOW. 


IGOE BROTHERS 


Manufacturers and Distributors 


69 Metropolitan Ave., Brooklyn, N. Y. = 
NEWYORK HOLLIS NEWARK ASBURY PARK 36” high x 18” wide. Stands 


alone or hangs on wall. 




















RINGCO BRAND 
CHROMIUM FINISH BATH ROOM FIXTURES 





“No. 3168 
Many dealers are increasing sales by offering Enduring Chromium 
Plated Bath Room Fixtures (all made from solid brass). 
Write for copy of Chromium Folder “XA” which illustrates our 


entire Chromium Finish line. 
MADE BY 


AMERICAN RING COMPANY 
WATERBURY, CONN. 


SALES OFFICES WE MAKE ALSO 
EYELETS—GROMMETS 
ees. Sr Te ee eC Ya St. FERRULES—BRASS CASTINGS 
ogee me udson St. UPHOLSTERER’S NAILS 
re 29 E. Madison St. FURNITURE HARDWARE 
SAN FRANCISCO........ 116 New Montgomery St. SPECIAL BRASS GOODS TO ORDER 
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Garage : ‘Door 


Hardware 


We've always thought that 

Allith was superior to any 

other line of Garage Door Hardware. Our 
specifications proved that it should be. We 
selected our raw materials and carefully 
supervised the manufacturing process with 
; only that in view. Our dealers reported 
that customers seemed more than pleased 
with Allith but still we were unconvinced. 





Only when we saw the ease with which 
Allith equipment handled heavy metal and 
glass doors were we truly satisfied that 
Allith had that certain something that 
competitive lines lacked. Only when we 
watched Allith installations could we truly 
appreciate the ease with which the work 
was done. Whenever we view those jobs 
where Allith has stood the test of time and 
abuse we are confident that we have a 
product that won't break down. 


Maybe it’s superior design. Perhaps it’s 
unusual care in the selection of materials. 
Probably the automotive precision which 
characterizes our manufacture has a hand 
in it. Whatever the reason—it must be 
true. 


No wonder dealers like to sell this superior 
line that stops door troubles before they 


start. 


And we’d have you remember—only Allith 
is like 


Allith 


Allith-Prouty Co. 
Danville, Tl. 




















the amount representing the highest stock of the 
year, and dividing the result by two. 

While the average inventory thus obtained is not 
absolutely accurate, it is fairly so, and when used 
in the method described will give a fairly accurate 
rate of turnover. 


What You Should Know About 
Your Business 


OW much do you know about your business? 





Are you in position to accurately diagnose 

arly business ailment which may develop 

in your store? If not, you are as much a gambler 

as you are a merchant, and gambling has no place 
in modern merchandising. 

If you expect to be classed as a progressive mer- 

chant with a reasonable chance for success you must 


at all times KNOW 


Your financial condition; 

Your costs; 

Your expenses; 

Your margin; 

Your goods and your stock; 

Your competition ; 

Your customers; 

Your rate of turnover; 

Your overstocks and outs; 

Your business leaks; 

What lines are profitable and what are not; 

What lines sell rapidly and what do not; 

The sales periods of profitable lines; 

The extent of your dead stock; 

How much money you have outstanding; 

How much you owe; 

How your sales compare with other merchants 
in your trade territory. 





‘ 

To T. S. Pflueger, 
Oakland, Cal., Pa- 
cific Coast repre- 
sentative of The 
Enterprise Mfg. 
Co., Akron, Ohio, 
goes the honor of 
catching the record 
marlin swordfish on 
light tackle for the 
year 1930. Weigh- 
ing 239% pounds, 
this is said to be 
the heaviest sword- 
fish so taken since 
1928 and with two 
exceptions the 
heaviest in the past 
ten years. The 
catch was made off 
Catalina Island last 
September. 
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A RECORD TRAINLOAD... 


These refrigerators are SELLING 


Could there be a more graphic demonstration 
of modern ICE refrigerator worth and popu- 
larity? Could there be greater proof of public 
demand than this illustration of one of the 
largest ICE refrigerator shipments ever made? 
Here is car after car going out to those pro- 
gressive dealers who are building present and 
future success on the greater home benefits of 
improved ICE refrigeration. 


Officially tested and proved ice refrigerators, 





Write today for information on dealer service material 
that is helping sell trainloads of these refrigerators. 


meeting government department and other au- 
thoritative specifications on temperatures, cir- 
culating air, sanitation and safety. . . . Trouble 
free refrigeration at lowest initial and operat- 
ing costs. 

The picture, made at our Cobleskill factories, 
February 17, 1931, is regrettably small and lack- 
ing in detail, but in it there is food for most 


profitable thought by every alert refrigerator 


‘HARDER 


REFRIGERATOR 
CORPORATION 


COBLESKILL, NEW YORK |! 


| 











Sales 
Accounts 
Wanted 


Are you desirous of se- 
curing good Sales Ac- 
counts to handle on a 
commission basis? 


If so, look over the ads 
in the “Classified Oppor- 
tunities Section” in this 


paper. 


It’s the place to find 
them. 











MAY 21, 1931 





ww » 


TRA QUALITY 
SHOVELS 


One Sells Another 


We strive to make each shovel 
so everlastingly satisfactory that 
the X-TRA QUALITY will sell 


another for you. . 


To insure this we operate our 
own mills and furnaces, giving 
us absolute control of the 
quality. 

Patterns for every known pur- 
pose. 


Ask your jobber. 


The Ingersoll Steel & 
Dise Co. 


Successor to 


The Indiana Rolling Mill Co. 
New Castle, Indiana 











ATLAS QUALITY HAS BEEN STANDARD SINCE 1810 





Some of the products made by 


™ATLAS TACK 
CORPORATION 
FAIRHAVEN, MASSACHUSETTS 
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set screws GRAN 


Wood, Drive, Coach, Machine, 
Set, Cap, Thumb SCREWS 


Special Automatic Screw 
Machine Products 


BOLTS, NUTS, CHAINS 
Escutcheon Pins 
Speedometers Tachometers 
THE CORBIN SCREW 
CORPORATION 
THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 


New Britain, Conn. 


Warehouses: 
New York Chicago 











Coming Hardware 
Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, May 27, 28, 1931. L. P. Biggs, 
secretary, 815 Southern Trust Building, Little Rock. 


CaROLINAS HARDWARE ASSOCIATION CONVENTION, 
Greensboro, N. C., June 9, 10, 11, 1931. Arthur R. Craig, 
secretary, 804-806 Commercial Bank Building, Charlotte, 
N. C. 


Iowa ReTart HARDWARE ASSOCIATION CONVENTION AND 
Exu1BiTI0n, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


LouIstANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Lake Charles, June 8, 9, 10, 1931. Harold Bervig, acting 
secretary, 915-935 Meyer-Kiser Bank Building, Indianapo- 
lis, Ind. 


Micuican RetaiL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Secretary’s 
Office, Marine City. 


Minnesota Retart HARDWARE ASSOCIATION CONVEN- 
TION, Jan. 26, 27, 28, 29, 1932. Place of meeting to be 
decided later. Chas. H. Casey, manager-treasurer, 2344 
Nicollet Ave., Minneapolis. 


Mississrpp1 ReTAiL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 


NATIONAL ASSOCIATION OF PuRCHASING AGENTs, INC., 
ConvENTION, Royal York Hotel, Toronto, Canada, June 
8, 9, 10, 11, 1931. G. A. Renard, secretary-treasurer, 11 
Park Place, New York City. 


NATIONAL Exectric LicHt AssociATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Conven- 
tion Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 1931. 
A. Jackson Marshall, secretary, 420 Lexington Ave., New 
York City. “4 


NATIONAL RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Cleveland, Cleveland, Ohio, June 22, 23, 24, 25, 
1931. H. P. Sheets, Managing Director, 915-935 Meyer- 
Kiser Bank Building, Indianapolis, Ind. 


New EncuLanp Retait HARDWARE DEALERS ASSOCLATION 
CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 80 Federal St., Rooms 415-16, 


Boston, Mass. 


NortH Dakota Retar. HARDWARE AssOcIATION Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 


Grand Forks. 


SoutH Dakota RetatL HarpwarE ASSOCIATION Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis, 


Minn. 
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50 years on a DOOR 


Since the Roost- good for 50 years more 
er trade-mark 
made its appear- 
ance on Superior 
Poultry Netting 
two and a half 


years ago, con- 
sumers have 
been asking 
their dealers for 





‘28s poultry netting 
with the color- 
ful rooster label. 











They appreciate Notabene 
its high quality ° The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
At Your Jobber St., New York, since 1880 were still in excellent condi- 
: tion when that building was demolished in 1929 to be 
G. F. Wright replaced by = new — of ae skyscraper of 
° 73 stories which is also equipped with Bommer Spring 
Steel & Wire Co. Hinges—truly an astounding record. 
Worcester, Mass. These Historic Hinges can be seen at our factory 


TRADE faonnex MARK 


Milliens and Millions of People 


SUPERIOR (jhe 1 ~— doe 


Factory at Brooklyn, N. Y. 

















° MILLION dollars a letter is the value placed on a slogan 
P aint, used to advertise Paint and Varnish. 


e What made the “Save the Surface” slogan so popular— 
Like good advertising and the thought it contained: To save 
property as well as improve its appearance. 


e °e ; _ 
A dvertising, Now Paint, like advertising, can be made to work wonders. 


But don’t expect dealers to spread your paint story and 





W k consumers to spread your paint unless you mix your paint 

or $ message with good advertising and spread it in the right 
medium. ° 

Wonders That medium is the “Monthly Paint Section” of Hard- 
ware Age. 








NOW FOR warm weather SALES! 


FREE—The Story of 
Jim King 
The inspiring story of Jim King will 
show you new ways to increase your 
warm weather sales regardless of present 
conditions. Read how Jim built up a 
brisk profitable trade in spite of stiff 
competition—how he followed a tried 
and proven shortcut to success. This book- 
let will show you how you too can put 
new life in your store and new profits 
in your pocket. After you receive this 
book, you'll begrudge every minute you 
postponed writing for it—so mail your 
request today. It’s free—no obligation. 


eet et ee ed ae et et ee ed ct ted 


Warm weather always means re- 
newed activity in the hardware 
field. To get your share of sum- 
mer business in these days of 
cut-throat competition, you must 
follow definite merchandising 
principles. Don’t depend on 
“luck’’—there is no substitute for 
up-to-the-minute, scientific mer- 
chandising. It may mean the 
difference between a_ profitable 
summer business or just a mere 


livelihood. herr; 
iveliho | MAIL THIS COUPON NOW 


W : ] W. C. HELLER & CO., Montpelier, Ohio 5-A 
° C H ELLE R & Co. Gentlemen: Please rush my free copy of ‘“The 


MERCHANDISING SYSTEMS I oe King.” I am not to be obligated 


MONTPELIER, OHIO New York Office, 20 Vesey St., Suite 500 | WRITE NAME AND ADDRESS IN MARGIN 
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ALL STEEL 
Forall Work in Exposed Places 


The COES All Steel Wrench is just the tool to 
sell for work in places where heat, dampness, 
steam, water and insects would ruin a wood han- 
dle wrench. Sizes for every need from 6 inches 
to 21 inches. 


Your jobber will supply you. 


BEMIS & CALL CO., Springfield, Mass. 














Your 
wanted, or write for full information. 


MOORE PUSH-PIN COMPANY 


Continuous Profits 


Where any of our Displays are shown on count- 
ers or tables, dealers report continuous sales for 


Moore Push-Pins 
Moore Push-less Hangers 


To Hang-Up-Things 
Jobber can furnish any display 





113-125 Berkley Street (Wayne Junction) 
Philadelphia, Pa. 











WICKWIRE BROTHERS 
Poultry Netting Staples 


Made from good, durable wire, sharp 
pointed, thoroughly GALVANIZED. Sizes: 
4%, 7%, and 1 in. 

Packed in 100 Ib. kegs; in 50, 25, 10 and 5 
tb. wooden boxes; in 5 or 10 Ib. paper boxes; 
also %4, %, and 1 Ib. papers. All paper 
packages packed in wooden boxes. 


Your Jobber will supply you. 


C 
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There is an ACCO Chain for every 

industrial, farm and home purpose— 

in bulk or made into specialties. 

Concentrate on this profitable 
h quality line. Made by the world’s 

largest manufacturer of welded and 

weldiess chain. 

AMERICAN CHAIN CO., Inc. 
Conn. 


Bridgeport, 
Makers of the Famous Weed Tire 
Chotns 














A policeman was walking 
his beat in a residential dis- 
trict when a battered sales- 
man rushed up to him. 

“Say, officer,” he panted, 
pointing to a redheaded ice- 
man who had just climbed on 
his wagon, “I want that man 
arrested. Just look what he 
did to me!” 

Stalking majestically into 
the street, the policeman 
waved the ice-wagon to a halt, 
and demanded, “Did you hit 
this man?” 

“Oi did,” was the shame- 
less reply. 

“What for?” 

“Alienation of affections,” 
replied the iceman. “He sold 
Bridget Nolan’s missus wan 
av thim electric ice boxes.” 





Flubb: “Ever been 
rounded by wolves?” 

Dubb: “No, but I know the 
sensation. I used to open the 
dining room door at a summer 
boarding house.” 


sur- 





“I see you're letting your 
little son drive the car.” 
“Yes, he’s still too young to 
be trusted as a pedestrian.” 
4 - 





A firm of solicitors rang up 
a stock broker, and the follow- 
ing conversation took place: 

“Good morning, are you 
Mr. Denman?” 

“Yes, who is this?” 

“This is Hullett, Crafting, 
Studge, Minardy, Gowle, and 
Scarrow.” 

“Oh, good morning, good 
morning, good morning, good 
morning, good morning, and 
good morning.” 





Visitor (looking over frater- 
nity house) : “Don’t you know 
roller towels are against the 
law?” 

Brother: “Yes, but that one 
was put up before the law 
was passed.” 








Compiled by 


Justin PHUNN 


_ Foreman: “Well, everything 
is all right?” 

Night Watchman: “Yes, I 
haven’t done so bad for the 
first night. I’ve checked off 
everything and there’s only 
one thing missing—the steam 
roller.” 


The Judge (to large, fat, 
perspiring colored gent): 
“Well, Sam, and what are you 
here for?” 

Sam: “Well, Mr. Jedge, I’se 
here for fragancy.” 

Judge: “Yes, and strong 
enough to do about 60 days 
on the rock pile.” 





~ Genesis: “What did yo’ wife 
say when you’ got in at two 
las’ night?” 

Exodus: “She neber said a 
word. Ah wuz goin’ to have 
dem two front teeth pulled 
out anyhow.” 





“That girl over there shows 
distinction in her clothes.” 

“You mean distinctly, don’t 
you?” 





Motorist: “These chickens 
in the road cause a lot of 
accidents.” 

Farmer: “But not as many 
as the chickens beside the 
driver.” 





Patron: “May I have some 
stationery?” 

Hotel Clerk (haughtily) : 
“Are you a guest of the 
house?” 

Patron: “Heck, no. 
paying twenty dollars a day. 


I am 


” 





Jack: “I called on Mabel 
last night and I wasn’t any 
more than inside the door 
when her mother asked me 
my intentions.” 

John: “That must have 
been embarrassing.” 

Jack: “Yes, but that’s not 
the worst of it. Mabel called 
from upstairs and said, ‘That 
isn’t the one, Mother.’ ” 
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“I’m very tired,” said the 
lady at the head of the supper 
table, one Sunday evening. 

“You should not be,” said 
her minister, who had been 
asked to the evening meal, 
“you haven’t preached two 
sermons today.” 

“No,” said the lady, absent- 
mindedly, “but I listened to 
them.” 





A careful driver approached 
the railway crossing; he 
stopped, looked and listened. 
All he heard was the car be- 
hind him crashing into his gas 
tank. 

Bill: “Bad wreck. There 
were 21 Swedes and an Irish- 
man killed.” 

Mike: “Indade! 


man!” 





The poor 





A small boy, leading a don- 
key, passed by an army camp. 
A couple of soldiers wanted 
to tease the lad. 

“What are you holding on 
to your brother so tightly for, 
my boy?” said one of them. 

“So he won’t enlist in the 
army,” the young fellow re- 
plied, without blinking an eye. 





He Golfer: “Well, caddie, 
how do you like my game?” 
Caddie: “I suppose it’s all 


right, but I still prefer golf.” 





Such fun, this job hunting. 
You know, being a college 
man, I never wear a _ hat. 
Yesterday I was standing in 
a bookshop waiting to be 
hired, when a lady came in, 
pitked up a book and handed 
me two dollars. Today I’m go- 
ing to loiter in the piano 
store. 





What we need now is not 
only optimism, but also hop- 
to-it-ism. 





Little Bobbie (aged four, 
seeing a full-length picture of 
his grandmother for the first 
time): “But, mother, didn’t 
grandma have any legs?” 





Jaywalker: “So many peo- 
ple are struck by autos while 
alighting from street cars.” 

Street Car official: “Well, 
yes; but those people have 
paid their fares. It’s this 
running over people who are 
waiting to get on that makes 
me mad.” 
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Lawyer: “Can you tell me 
if the defendant was expen- 
sively garbed?” 

Rastus: “’Deed she was, 
suh. Ah knows expensive 
garbage when ah sees it.” 





A certain drinking gentle- 
man of Scotch origin received 
a batch of bad liquor from 
his bootlegger. It was so bad 
that he wouldn’t drink it, nor 
would his friends. In desper- 
ation he decided to give it to 
the darky who took away the 
ashes each week from his 
basement. After giving it to 
him, he asked him the next 
week how it was. 

“It was jus’ exactly right, 
boss.” 

“Whadd’ya mean that liquor 
was exactly right!” 

“Well, boss, I means dat if 
it had been any worse, I 
could’na drank it, and if it 
had been any better you 
wouldn’t of give it to me.” 





A man entered a stationery 
shop and looked around. 

“T want to get a book to 
put the photographs of my 
relatives in,” he told the clerk. 
“T think this one will do.” 

“But that isn’t a family 
album,” objected the clerk. 
“That’s a scrapbook.” 

“Then it’s the very thing I 
want,” declared the customer. 
“All of my relatives are scrap- 
pers—every one of them.” 





A schoolmistress was con- 
ducting an examination in 
mathematics. Turning to a 
bright-eyed Scot of six, she 
asked suddenly: “Johnny, 
what’s three times eight?” 

Like lightning came the re- 
ply. “Twenty-four.” 

“Very good, Johnny, very 
good indeed,” said the teacher. 

“Very good?” said Johnny. 
contemptuously. “Dammit, it’s 
pair-r-fect!” 

“But surely,” urged Jones, 
“seeing is believing?” 

“Not necessarily,” replied 
Brown, “For instance, I see 
you every day.” 





Wrecked Motorist (opening 
his eyes): “I had the right of 
way, didn’t I?” 

Bystander: “Yeh, but the 
other fellow had a truck.” 





1 DYAN CG) San '£@) 9 Gs) 


BOSTON, MASS. 
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SAMSON SPOT, PHOENIX and SACHEM brands 


each the standaréof quality forits particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 





Sales Hum with This 


Customers pick it off the counter, 
see what it does, take it home 
when they learn the price. Does 
all that high-priced sprinklers do, 
yet sells at $2.75. Whirling or 
stationary. 100% adjustable. It 
sprays; it streams; it mists—any 
direction. Packed in attractive 
3-color counter display carton. 
Ask your jobber salesman or write 


Frank Rose Mfg. Co. 
Hastings, Nebr. 
General Sales Agent: JOHN H. GRA- 
HAM & CO., INC., 113 Chambers St., 
New York; 565 W. Washington St., 
Chicago, Ill.; 268 Market St., San 
Francisco, Calif. 





HASTINGS 
ADJUSTABLE 
LAWN SPRINKLER 

















GAINING IN POPULARITY 
PAINE 


Spring Toggles 


For attaching any object to 
hollow walls or ceilings. 
Simplest and Quickest in 

Operation 


Any size — Any Style — Any 
Finish 
Send for free samples—Sold thru jobbers. 


THE PAINE COMPANY 


2955 Carroll Ave. 79 Barclay St. 
Chicago, Ill New York, N. Y. 


Hundreds of Orders like this. 
Good Margin, Big Protits 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from ployed pted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 

will be forwarded by us post paid. 











AVAILABLE—General Sales Manager 


12 years successful managerial record in both domestic and foreign markets, 
Travelled extensively and has wide acquaintance in the industria] field, hard- 

Has broad experience in the 
practical application of sales market and economic research as applied to sales 
and parting pro! Salary secon: to proposition offering stability 
ws 44 development. Address Box J-298, care of Hardware Age, New 








HELP WANTED 


One Cent a Word; Minimum Fifty Cents per Insertion 


l-Inch Box Display. ........eececeesscesecercceseseseseee $5.00 
Four Consecutive Insertions, of Box Displays—10 Per Cent Discount 





A YOUNG MAN for large suburban store who has a thorough knowl- 
edge of builders hardware, can read plans, blue prints, etc. Write stating 
age, salary and experience. Address Box J-306, care of Harpware AGE, 
New York City. 





SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Lines........ eccccccs ecccccccecs 
l1-Inch Box Display..... ee 
Four Consecutive Insertions, 1 


Per Cent Discount 











ILLINOIS CAPABLE SALES REPRESENTATIVE of responsibility, 
fifteen years’ successful commercial sales experience seeks representation 
for Illinois territory of a responsible manufacturer of high grade mer- 
chandising products offering repeat sales possibilities, suitable for Depart- 
ment Stores, Hardware, Furniture, Electric Stores or Auto Specialties, 
working on commission basis or as manufacturers agent. Address Box 
J-307, care of Harpware Ace. New York City. 

HARDWARE MAN of twenty years’ experience in wholesale and re- 
tail hardware lInsiness, also sporting goods, paint and supplies. Ferty 
years of age, single, sober and industrious. Capable of taking — and 
handling men, desires change. Can furnish first-class references. iddle 
West or South preferred. Address Box 1-983, care of Harpware AGE, 
New York City. 

MARRIED MAN, 27, desires connection with retail or wholesale hard- 
ware firm. Experience: Six years own hardware store. One year em- 
ployed as retail clerk in large city store. Can give references. Would be 
interested in buying small store if terms could be arranged, or will accept 
a position as esman. Address Box J-304, care of Harpware AGE, New 
York City. 

HARDWARE MAN, 25 years of age, 8% years’ experience in whole- 
sale and retail hardware. Able to take care of store. Have considerable 
experience in builders’ hardware and tools. A-1 references. Will con- 
osition or export work. Speak, read and write Ger- 
EORGE SCHLUER, 759 South Green Street, Wichita, 











sider traveling 
man. Address 
Kan. 

HARDWARE MAN, experienced general hardware, builders and mill 
supplies, paints and varnishes, roofing and sheet metal supplies, plumbing 
and heating, read and take off blue prints, make architect and contractor 
contacts. nergetic and competent. Salary secondary to opportunity. 
Address Box J-305, care of HarpwareE Ace, New York City. 

YOUNG MAN, New York City, age 24, all-around mechanic and 
steady worker, has some experience as hardware clerk. Seeks position in 
Same capacity, would not mind leaving town for a steady position with 
a future. Can also drive a truck and furnish the best of references. 
Address Box J-206, care of Harpware AcE, New York City. 


YOUNG MAN, 27, college education, thoroughly experienced in hard- 
ware and housefurnishings. Six years as salesman in the metropolitan 
area and four years with leading New York department store as assistant 
buyer of hardware. Wishes to make connection with view to future. 
Address Box J-318, care of Harpware AGE, New York City. 

RETAIL HARDWARE MAN, 15 years’ experience, shelf and build- 
ers’ hardware, paints, tools, electrical and plumbing supplies in or near 
New York City. Can take complete charge of builders’ hardware or paint 
departments. Excellent references. Address Box J-313, care of Harp- 
warE AGE, New York City. 














Salesmen to Sell Garden Hose 


Manufacturer of National Reputation wants services of 
salesmen experienced in selling the trade that handles 
garden hose. Give experience; lines previously handled, 
and territory you covered. Commission only. Address 
Box J-289, care HARDWARE AGE, New York City. 














EXPERIENCED SALESMEN, having a real following among rétail- 
ers in their territory, to sell a high class, popular price, quick repeat, 
new hardware item. See my advertisement in this issue. Li eral margin 
of profit. Please do not reply unless your experience will enable you 
to do a real sales job on an article of outstanding novelty and merit. 
Established 1870. Write to T. RIESSNER, 428 Lafayette St., New 


York, N. Y 





REPRESENTATIVE WANTED, an experienced aggressive salesman 
to look after sales of an old-established manufacturing company. Must 
have experience selling Mop Sticks to_ Hardware i bers, Wholesale 
Grocers, Wholesale Paper Houses, and Chain Store trade. Information 
required as to age, habits and experience. Address Box J-312, care of 


Harpware AcE, New York City. 


EXCEPTIONAL OPPORTUNITY for those men calling on Hardware 
stores who desire to materially increase their monthly commissions, we 
have a worthwhile proposition to offer. In writing, give line you now 
handle, territory covered, method “afd frequency of covering. Address 
Box J-291, care of Harpware Acg, New York City. 


SCREW-HOLDING SCREW DRIVERS! Non-magnetic. Remove, in- 
sert screws inaccessible places! Factories, garages, electricians, car- 
penters, mechanics, auto, radio owners buy on sight! Free Trial! 
Address TOOLCO, 1831 Water St., Boston, Mass. 











POPULAR SIDE LINE item for salesmen now selling dep&rtment 
stores and hardware stores. A household necessity. Not a novelty. In 
reply state lines carried, territory, and give references. Address Kewaskum 
Aluminum Company, Kewaskum, Wis. 


ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
Ib. basis. Fast selling side line, five per cent commission. United Fibre 


Company, 82 South Street, New York City. 








HARDWARE CLERK sells his services for $25 weekly; willing to 
work in retail or wholesale hardware business; services available hes 
8 A. M. until 6 P. M. ‘Experience. 6 years in Germany, 2 years in 
U. S. A. Address Box J-317, care of Harpware AGE, New York City. 
SALESMAN desires permanent position with Manufacturer, Manufac- 
turer’s Agent or Jobber catering to the Electrical Dealers, Hardware Deal- 
ers, Contractors, etc., territory 100 miles radius, Philadelphia, Penna. 
Address Box J-303, care of Harpware AcE, New York City. 
HARDWARE«MAN with 14 years’ experience buying, selling and 
managing retail store desires to make connection with reliable firm. 
— of references. Address Box J-314, care of Harpware AGE, New York 
ity. 











BUSINESS OPPORTUNITIES 

Set Solid, Minimum of Five Lines..........see00> 
l1-Inch Box Display............+ cvccveces ccccsece 
Four Consecutive Insertions, 10 Per Cent Discount 











Looking for New Hardware 
Specialties to Manufacture and 
Sell to Jobbing Trade 


Well established Hardware Specialty Manufacturing 
Company is interested in additional items to manu- 
facture and sell to the Jobbing Trade. 


Anyone having anything to offer along this line ad- 
dress full particulars to Box No. J-311, care HARDWARE 
AcE, New York City. 
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SALES ACCOUNTS WANTED 
Set Solid, Minimum of Five Lines. . 


l-Inch Box Display...........- TTTTTT Tere ° 
Four Consecutive Insertions, 10 Per Cent Discount 


7 SALESMAN 


Covering New York and Connecticut for five years, sell- 
ing one line to hardware and department stores, would 
like one additional reliable line on commission. Address 
Box No. J-315, care Harpware Ace, New York City. 























Sales Organization 


With New York office and six salesmen, covering hardware, house- 
furnishing and department stores for five years on one line. Will 
take on one additional line of merit. Address Box J-316, care of 
HARDWARE AGE, New York City. 

















TWO OF OUR commission representatives operating in the Middle 
West require another line in connection with ours. We would be pleased 
to recommend either of these men to manufacturers of kindred lines who 
may be interested. Address DAVID MAYDOLE TOOL CORPORATION, 


Norwich, 

MANUFACTURERS’ SALESMAN, 20 years’ experience, formerly 
saw and tool manufacturer in the east, desires connection for the Pacific 
Coast, California, or Southern California, well acquainted with the 
rade. Address CHAS. E. BISHOP, 1990 East Mountain St., Pasadena, 

if, 





HARDWARE AGE 
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as i an 
*No ailowance will be 


id not as a part of the advertising contract. Every 
made for errors or failure to insert. 


care will be taken to index correctly. 





Co 
Allied Specialties Corp 
PS a! See 
Aluminum Goods Mfg. Co.. 
American Brass Co 
American 
American 
American 
American 
American 
American 
American 
American 
American 
American 





Ra 


PRRllISli sired 


Sheet & Tin Plate Co.. 
Stainless Steel Co 
Steel & Wire 
American Swiss File & Tool Co.. 
American Window Glass Co...... 
Ames Shovel & Tool Co.......... 
Anti-Borax Compound Co 
Arcade Mfg. Co 
Armstrong Bros. Tool Co ee 
Armstrong Mfg. 
Atkins & Co., E 
Atlas Tack Co 


Babcock Co., The W. W 
Bakelite Corp. 
Barlow & Seelig Mfg. Co 
Barney & Berry, Inc............ 
RENOIR elk S Wierd s6 5s tae 40 6's 
A Gee 70 
Bernz Co., Inc., Otto.... 
Bethlehem Steel Co 





Bissell Carpet Sweeper Co....... 
Blair Mfg. C 

Blaisdell Pencil Co 
Bommer Spring Hinge Co 
gt SR Ae 
Boston Woven Hose & Rubber Co. 
Bowker Chemical 
Bridgeport Hardware Mfg. Co.. 
Bridgeport Screw Co............ 
Brown & Sharpe Mfg. Co 
age RS, Eee a eee 
ee ee” Me Ce vaceneccaes — 
| _@ gl SESS 
Buffalo Wire Works Co., Inc 
Burnley Battery & Mfg. Co 


Cc 


Calbar Paint & Varnish Co...... 
California Fruit Growers Exchange 
Carborundum 
Carolus Mfg. 
Cattaraugus Cutlery Co......... 
Chain Products Co.. 
—— Retail Hardware Associa- 
on 
Chicago Spring Hinge Co 
Chicago Weed Killer Co.......... 
Clay Equipment Co........ 
Clements Mfg. Co.... 
Clemson Bros., Inc.... 
Cleveland Quarries Co........... 
Cleveland Wire Spring Co 
Clover Mfg. © 
Coleman Lamp & Stove Co 
Columbian Rope Co 
Conestoga Co 
Continental Screen Co........... 
Cook Oompany, H. O......2.0... 
Corbin Cabinet Lock Co 
Corbin, P. F. 
Corbin Screw Corp.. 
Corcoran Mfg. Co.... 
Corning Glass Works 
Crescent-Davis Arms Corp 
Crescent Tool Co 
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Daisy Mfg. Co 
Damascus Steel Products Co..... 
Dayton Toy & Specialty Co...... 
Dazey Churn & Mfg. © 
De Boer Mfg. Co 
De Laval Separator Co.......... 
Delta Electric Co. 
Deniston Co. 
Dexter Co. 
Diamond C 





PITTI Iatt 


‘alk Horseshoe Co...... 





oy. a eerie errr 
Diets. O0., Bi Ba ccccocscncecces 
Disston & Sons, Inc., Henry..... 
Distillate Stove Co 
Dixon Crucible Co., Joseph 
Domes of Silence, Inc 
Duluth Show Case Co 
Du Pont de Nemours & Co., E. I. 


lleslil 


= 
“4 


RIO SM COO. oc e¥s ces oc ctc ces 
Eagle Mfg. 
Eastern Tool & Mfg. 
Eclipse Machine Co.........+6+. 
Edison Lamp Works 
Edlund Co. 
OE ee re 
Electric Cutlery 
Estwing Mfg. Co 
Eversharp Shear Co..........++. 
Everedy Co. 


Ms SAM DEAL, 


F. & N. Lawn Mower Co........ 
Farrand, Inc., Hiram A 
Faultless Caster Ee ee ee 
= Enameling & Stamping 


| 


Flexible Steuel Lacing Co........ 
Fox, A. H. 

Frantz Mfg. Co 
Prench Battery O0....00ccccccces 


MIL 
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Gendron Wheel Co. ....c.scceceee 
General Grinder Corp..........- 
General Lock Corp........++++++ 
General Mfg. Co 
General Wheelbarrow Co......... 
Geuder, Paeschke & Frey Co..... 
Gilbert & Bennett Mfg. Co....... 
Globe Machine & Stamping Co... — 
Gold Medal Folding Furniture Co. 
Good Housekeeping 
Goodrich Rubber Co., B. F....... 
Green Co., 
Greenlee Tool Corp. . 
Griffin Mfg. Co 

Grigsby-Grunow Co. < 
GeIwerd MIE; OOsscccvciccccccs 





H 
Hamilton Beach Mfg. Co......... 
Hanlon & Goodman Co 
Hanover Wire Cloth Co......... —_ 
Harder Refrigerator Corp 
Harrington-Richardson Arms Co... 
fo 4 A: ers 
Hercules Powder Co 
Hibbard, Spencer, Bartlett - Co. 
Hoeft & 3 ee ree 
Hoppe, Inc., Frank A. 
Horton Mfg. Co 
Hurley Machine Co..........+6. 





Igoe Brothers 
Independent Lock Co............ 
Indiana Steel & Wire Co......... 
Ingersoll Steel & Dise Co. 67 
— Waterbury Watch “Co., 
ne. 
International Fork & Hoe Co.... 
International Harvester Co. 
BUPTAOR sc ccscnedsveresacecce 
Irwin “ig = bea 
Ives Co., H. 


Jennings Mfg. Co., Russell 
Johnson Arms & Cycle Works, 

Iver 
Johnson Mfg. Co., Nestor 
Jordan Hardware Co............ 59 
Ji. Wi By RPO RING e few a hence 
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Kansas City Chamber of Commerce 
Roos, FW. D., Me, Gd. vescccccess 
Kelly Axe & Tool Works of the 

American Fork & Hoe Co...... 
Kester Solder Co 
Keystone Steel a Wire Co 
Kimball Bros. 
Kingston Protects Cor 
Klein & Sons, M 
Knapp-Monareh Co. 


bo | 
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Lamson & Sessions Co.. 
Landers, Frary & Clark. 
Laub Products ........ 
Lovell Mfg. Co 
Lufkin Rule Co...... 
Lupton’s Sons, David 


M 


McGuire Imp. ee George W 


McKinney Mfg. 





Malleable Iron Fittings Co....... 


Mansfield Tire & Rubber 


Marshalltown Trowel Co. 


Marvel Rack Mfg. Co., I 
Master Lock Co......... 


Maydole Tool Corp., — 


Meisselbach Mfg. Co. ‘ 
Metal Sponge Sales a” 
Miller, Inc., 


R. 
Millers Falls- Goodell Pratt Co. 


Miller Somes, Inc....... 
Millner Wire Cloth Rack 
Milwaukee Brush Mfg. 
Milwaukee Stamping Co. 
Monarch Products Co 
Montague Rod & Reel Co 
Moore Push-Pin Co. 


ere 


ne 


Ae 
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Morse Twist Drill & Machine Co. 


Murphy Sons Co., Robert 
Myers & Brother Co., F. 
N 

National Carbon Co...... 
National Lead Co....... . 
National Enameling & Stamping 

Cs weviegsceat disco e ams 
National MM. O08. <.2256: 


National Pipe Bending Co 


National Show Card Writ 
Neely Nut & Bolt Co 
Nelson Mfg. ©o., Inc., 
New Haven Olock Co.. 


Sepus 
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New Yorker Hotel............0. 
New York Knife Co..........00- 
New York Wire Cloth Co........ 
Nicholson File Co......ccccseces 
Nileco Lamp Works, Inc......... 
WOOPHS COED. ccc cc caccccvccsceus 
North Bros. ..cccvcsvcosscecscs 
North Wayne Tool Co........... 
Northwestern Barb Wire Co...... 
Oo 
O'Cedar COPP. cc ccsvsccccccvesss 
Old Colony Distributing Co...... 


Oliver Iron & Steel Corp 
Ontario Knife Co 
Osborn Mfg. Co. 
Outing Mfg. Co 


Page Steel & Wire Co... 
Paine Co. 
Patent Novelty Co 





Patented Products and Rubber Co. 


Peck, Stow & Wilcox Co 
Pecora Paint Oo........ 
Peerless Handcuff Co.... 
Pelouze Mfg. Co........ 


Pennsylvania Lawn Mower 


Perfection Stove Co., Inc 
Pharis Tire & Rubber Co 
Phenix Mfg. Co 
er Lawn 
Pilot Lite Agency....... 
Pittsburgh Plate Glass C 
Pittsburgh Steel Co..... 
Plumb, Inc., Fayette R 
Porter, Bea 5 6kca-0.018 
Progressive Mfg. Co 
Pyrene Mfg. 


Red Arrow Service Co 
Reed & Prince Mfg. pve 
Remington Arms Co., 
Remington Cash Register 
Reo Motor Car Co...... 
Reynolds Wire Co 


Rich Pump & Ladder Co. 


Richard-Wileox Mfg. Co. 


Mower 


wie 6g 
Bricks: 


Co., Ine. 


Richardson Ball Bearing Skate Co. 


Riessner, T. 





Rixson Co., Oscar C 
Robinson, Edward E 
Rose, Frank, Mfg. Co 
Rubberset Co. 
Ruby Chemical Co 
Rugg Mfg. 
Russell, 

Nut Co. 
Russell & Erwin Mfg. Co 
Russia Cement Co 


s 


Louis.....-. 


Sacks, Inc., 
Salle Bros. 
Samson Cordage Works 


( 
Bursdall & Ward Bolt & 


Sanvik Saw & Tool Corp... 


Sapolin Co., Ine 
Sargent & Co 
Savage Arms Corp 
Schalk Chemical Co 
Schatz Mfg. Co......... 
Schavolite Golf Corp 
Schrade Cutlery Co 
Seovill Mfg. Co........- 
Shanleigh Hardware Co. 
Sheffield Bronze Powder 
eil Co. 
Sheffield Products Co 
Shelby Spring Hinge Co. 
Sherman Mfg. Co., H. B. 
Showearder, Inc. ....... 
Signal Electric 
Silver Lake Co 
Simmons Hardware Co 
Simonds Saw & Steel Co. 
Skelton Shovel Works 


American Fork & Hoe Co 


Slaymaker Lock Co..... 
Smith, Inc., Landon P.. 


Smith, Seymour, & Son, Inc. 


Springfield Arms 


Standard Electric Stove Co 


Standard Tool 
Stanley Works 
Star Heel Plate Co..... 
Starrett, L. S. 
Stevens Arms (o., J 
Stewart Iron Works.... 
Strong Mfg. Co 
Swartzbaugh Mfg. Co 
Sylvania Products C 


T 


Therm-O’clock Co. ..... 
Thompson & Son Co., 
Toledo Metal Wheel Co 
Toledo Wheelbarrow Co 
Trimont Mfg. 
Trow & Holden 
Tubular Rivet & Stud Co 





& Sten- 


Henry G... 





Tucker Duck & Rubber Co....... 
Turner Brass Works.........---+- 


Turner & Seymour Mfg. Co 


U 


Union Hardware Co 
Union Steel Products Co. 
U. S. Cartridge Co 
U. S. Stamping Co 


Vv 
Vaughan Novelty Co.... 
Vichek Tool Co 
Vollrath Co. 


Voss Bros. Mfg. Co..... 
ww 

Walworth Co. ........- 

Ward Mfg. Co. ........ 


Warren Mfg. Co., 
Washburn, E. G., 
Western Cartridge Co.. 
Wickwire Bros. 
Wickwire Spencer Steel € 
Wilder & Co 
Williams Radiator Co 


“orp 


Winchester Repeating Arms Co... 


Witt Cornice Co........ 
Wood Shovel & Tool Co.. 
Wooster Brush Co...... 
Worthington Co., George 
Wright Steel & Wire Co., 
Wrought Washer Co..... 


y 
Yale & Towne Mfg. Co 


G. F... 
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This Is the NEW 
Junior Assortment 


"PROMPT REPAIR MEANS DOUBI 
WILDER & ComPANY CE 


This Leather Display Makes Quick Sales 


Meet the demand for high quality, popular priced 
Taps and Strips attractively packaged for quick 
turnover. Cut shows NEW “Junior” size Assort- 
ment which contains 4 doz. pairs of half soles: 
one doz. each in 15, 20, 25 and 30 cent grades, and 
one package of “Lion” strips. Retail value, $16.50. 
This NEW Assortment is meeting with great fa- 
vor with retailers, who are now able to stock a 
small quantity, at lower cost. Good profit. SOLD 
THRU JOBBERS. Send us name of your jobber 
and receive FREE a Sample Pair of 25 cent 
“Lion” Taps. 


WILDER & COMPANY 


Manufacturers Since 1877 
1038 Crosby St., Chicago 





A Fast Cutting Mounted 
Grindstone 


With Ball- 


Bearings 


A popular selling stone 
for general use. Strong, 
easy running, double 
treadle. Has comfort- 
able seat, clothes protec- 
tor, drip cup and foot 
rests on treadles. 


The 


NORKA GRINDSTONE 


is also equipped with Hardened Steel Balls which cannot 
work loose or drop out. The Stone is of GENUINE 
BEREA GRIT noted for fast, keen cutting qualities. 


Frame is a rich vermilion. Shipped knocked down with 
frame folded. Write for prices. 


The Cleveland Quarries Co. 
Cleveland, Ohio 


28 West Broadway, New York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 




















DOMES of SILENCE 
— Slide 


Softly 


$9.00 Per Gross Sets 
Retails for $14.40 


If your Jobber can- 


not supply you — 
write us direct. 


SNE 





We also make all 
gtades of Sliding 
Casters, Pin Slides, 
Felt Slides, Radio 
Felt, Insulated 


Slides, etc. 4 
OUR PACKAGE 


DOMES of SILENCE, INC. 


21 Pearl Street New York 











The Wolves of Lenox— 
How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and say- 

m™ agely snapping jaws they broke 
@ from the Highland forests of old 
% Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. 
before that super strength, 
and clean cutting teeth—when 
ie. wolves of Lenox were on the 
job! 





Popularity That 


Insures Greater 


Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land — a demand 
for “the tools in the 
plaid box’’ — from shops 
and men to whom hack 
saw blades of super- 
strong, quick cutting 
and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan will 
help you get these blades 
started in your territory. 
f° Aap for particulars to- 
ay. 
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HARDWARE AGE 





‘The Pride of the Neighborhood Builds Profits for You 





“The recollection of QUALITY remains long after the PRICE is forgotten”—E. C. SIMMONS 
MAY 21, 1931 








HEAVY DUTY LADDERS 


OF CLEAR SPRUCE 


It is a significant fact that in industries where safety regula- 
tions are carefully observed, Rich Extension and Step Ladders 
have, year after year, been recognized as standard equipment. 


This preference for Safe, Spruce Ladders—of unusual strength 
and light weight—has rapidly extended to the domestic market. 
As a result, thousands of dealers continue to increase their 
Rich sales and profits. 

Rich Ladders are quality-made of carefully selected, air- 

dried, clear spruce and cadmium plated, rust-resisting 

hardware. 

We maintain 24 hour service. Catalog and prices on re- 

quest. Write or phone. 


“Get RICH Quick for Ladders” 


THE RICH PUMP & LADDER COMPANY 
CINCINNATI, OHIO 


Illustrated at the left: Rich Platform Step 
Ladder with adjustable tool shelf. Large 
platform allows user to stand firmly and 
insures safety. On extreme left: “Ideal” 
Extension Ladder with automatic lock 
which locks the rungs of both sections. 





At the right: The New RICH Wirebound 
Ladder. Doubles the capacity of the 
ladder without the use of heavier rails. 
Wire running through each rail is riveted 
at top, while special bolt at bottom per- 
mits the tightening of the wire, in the 


event it is stretched under severe strain. 
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